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Multilite Unit Reflectors are the Most Flexible, Versatile, 
Economical Window Lighting Device Yet Produced 


For maximum flexibility of light and color control install Frink 
Multilite reflectors. 

From two to ten, all metal Silverlite reflectors are built into one metal 
unit called Multilite. It comes to you wired and ready to install. 

This unit construction gives a far greater flexibility of light and color 
control especially where high illumination is wanted and results in a 
neater, more economical illumination. Our circular 79 describes Multilite 
in detail or any of our district offices are at your command. 
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Here is the portrayal of youth- 
ful merchandise with the spirit of 


youth. The appeal of youth is 
accentuated, not only to youth 
itself, but also to the admirers and 
scekers of youth. And that makes 
it practically universal. 


‘HE two figures illustrated are the newer 
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Not only the appeal to youth, 
but also the appeal of youth 1s 
essential to modern display. 


Youth—care free, irrepressible, 
and invigorating, is the spirit of 
the day, and as such will win in- 
terest and attention. 





type of wax figure, with modeled wax 
hair. They are smart, modern and attractive 
without sacrifice of the beautiful and natural. 


Over 70 Equally Attractive War Figures 
Are Now on Display-at the Showrooms of — 


J. R. PALMENBERG’S SONS, Inc. 


1412 Broadway at 39th Street, New York 
Lefcourt-Manhattan Building 


CHICAGO 
204 W. Jackson Blvd. 


SAN FRANCISCO 


11 First Street 


BOSTON 
26 Kingston Street 
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IN THIS ISSUE 


For easy location of material 
pertinent to the respective fields 
of display, readers will find this 
topical index to the April DIS- 
PLAY WORLD valuable. As it 
is always possible to adapt ideas 
developed in one type of windows 
to the uses of a wide variety of 
others, it is advisable, however, to 
scan the entire issue. 

DEPARTMENT STORES ° 

“Spring Opening Shows Gird 
Continent” is a review of a long 
list of spring openings and their 
details; “Making a Cotton Sale a 
Patriotic Move,” by Charles L. 
Francovich, shows how the pub- 
lic interest in economics may be 
used to promote store events; 
“Takes Public Into His Confi- 
dence” relates a display manager’s 
method of acquainting his public 
with his department’s contribution 
to their enjoyment. “Display in 
the Popular Price Store,” by Mur- 
ray Beliz, reveals the smaller de- 
partment store’s place in mer- 
chandising and display’s part in 
its progress. “With the New 
York Displaymen,” by Coleman 
W. McCampbell, and the “Chicago 
Monthly Display Review,” by J. 
Duncan Williams cover the great 
metropolitan centers. 

SHOE STORES 

“The Figure and the Footwear 
Window” covers a display plan 
stressing quality, as handled by 
leading department and_ shoe 
store windowmen. 

CLOTHING 

“Blending Timely Topics With 
Clothing” outlines methods for 
overcoming seasonal lulls through 
displays; “The Unit Trim and 
the Window Card,” by Robert H. 


Hanson, covers subjects of interest 


_to the clothing merchant and win- 


dowman. 

FURNITURE : 
Pertinent articles are: “Quality 
Windows Mark Hoover Week,” 
by Lloyd C. Merriman; “Symbolic 
Radio Window Captures Cup,” by 
C. W. Schabitzer, and “Home At- 
mosphere a Furniture Asset.” 

HARDWARE 

Of particular interest to this 
field are: “Atkins Contest Greatest 
Yet Held” and “Imparting Human 
Interest to Hardware,” by Law- 
rence H. Puffer. 

NATIONAL ADVERTISERS 

“The Strategy Behind Ex-Lax 
Displays,” by M. F. Schlosser; 
“The Significance of Window 
Week,” by C. C. Agate; “The Ob- 
jectives of Goodrich Displays,” 
by R. T. Harper, and “How 
Squibb’s Systematized Displays,” 
by William C. Kirby, will prove 
interesting. 

DISPLAY FRATERNITY 

News of the forthcoming San 
Francisco and Detroit conven- 
tions, as well as four pages of 
“Display Club Chronicles,” ap- 
pear in this issue. 
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“WINDOW ADVERTISING MAKES THE PASSER BUY” 
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CARL W. AHLROTH, 
The May Company, 
Los Angeles, Calif. 


E. PAUL BEHLES, 
Store Equipment Designer, 
New York City. 


HAROLD L. BRAUDIS, 
Harry Katz, Inc., 
Oklahoma City. 


A. W. COATES, 
W. W. Mertz Co., 
Torrington, Conn. 


O. WALLACE DAVIS, 
H. Battermann’s, 
Brooklyn, N. Y. 


W. FRANK DODSON, 
Woolf Bros., 
Wichita, Kans. 


FRED A. GROSS, 
The Owl Drug Company, 
San Francisco, Calif. 





M. F. HERSHEY, 
Stewart Dry Goods Co., 
Louisville, Ky. 


J. WALTER JOHNSON, 
Powers Furniture Co., 
Portland, Oregon. 


CHARLES L. JONES, JR., 
J. B. Mosby Co., 
Richmond, Va. 


JEROME A. KOERBER, 
Strawbridge & Clothier, 
Philadelphia, Pa. 


ALLAN H. KAGEY, 
Mandel Bros., 
Chicago, III. 


JOSEPH M. KRAUS, 
A. Stein & Company, 
Chicago, Il. 
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Window Week A Display Milestone 


ATIONAL Window Display Week, spon- 
sored by the Window Display Advertis- 
ing Association, marks the first serious 
attempt to place the show window on a 
parity with the more commonly recognized 

forms of advertising. For the first time a genuine effort 

is being made to impress the retailers of the entire 
country with the effect of their displays upon the volume 
of their sales. ; 

Window nights have become comparatively com- 
mon, as enterprising retail bodies everywhere have real- 
ized the constructive propaganda which they afforded 
for definitely inaugurating seasonal buying. While the 
apparel merchants have been the chief figures in this 
glorification of display, they have not overlooked the 
wisdom of uniting with brother retailers in other fields, 
thus assuring that their attempt to create a local holi- 
day would have a universal acceptance. With all of 
the windows of a community competing, the man in the 
street is, compelled to recognize the holiday aspect of 
the event, and experiences the mental reaction that the 
sponsors of the celebration desire. Seasonal trade is 
whipped up, lulls in business are overcome, and the 
entire current of community retail business is broadened. 

The Window Display Advertising Association now 
purposes that the benefits which have accrued to these 
scattered cities shall be made manifest to the entire 
nation through a country-wide celebration to be held 
during the week of May 16-21. Made up of represen- 
tatives of national advertisers as well as retail organi- 
zations, the association thus concedes the high place 
which the retailers’ windows hold in their program. All 
of their display material is useless. unless it secures 
window space, and, with the object of demonstrating to 
the merchant the wisdom of uniting with the advertiser 
and the advertising clubs in a measure of this character, 





they framed this plan for friendly cooperation, giving 
wider scope to the national advertiser’s story. 


Nothing is being left to chance; all of the details. of 
preparation have been worked out and are included in 
a handbook just off the press. In the scheme that has 
been devised a plan of work covering the period from 
April 1 to May 16 has been sketched, and, if faithfully 
followed, cannot fail to bring success to the civic bodies 
which promote the local tie-up with the drive. The plan 
calls for an executive committee headed by a general 
chairman. Under its direction publicity is to be launched 
immediately, merchants notified, advance stuff sent to 
newspapers and notices to display managers and retail 
window men. During the week of April 18 the display- 
men are to be called together to discuss the program. 
The following week a mass meeting of merchants, 
bankers, manufacturers and luncheon clubs is to be 
held in every town participating. On the week of May 
9 advertising clubs will discuss window display adver- 
tising at their meetings and complete the work prepara- 
tory to Window Display Week. 


This work is to be handled by six committees oper- 
ating under the guidance of the executive committee. 
These will consist of committees on (1) finance, (2) 
publicity and advertising, (3) speakers, (4) entertain- 
ment and decorations, (5) window display contest, (6) 
transportation and police. The handbook which has 
been issued gives detailed instructions, as to how these 
committees shall operate. 


With this well-laid program for enlisting support 
of merchants in a national campaign of this character 
and the forethought which has been given to insuring 
the success of their efforts, window display should re- 
ceive the greatest impulse that it has: experienced in its 
history. 
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The Fingerprint Test 


“I know whether or not my windows are effective by 
the number of fingerprints qn the glass,” said one 
display manager. “When folks are interested, they 
like to come close and point to the articles dis- 
played.” Records are not available to show that this 
particular displayman chose 


“SOL” FABRICS — 


for his background, but he might well have. For “Sol” back- 
grounds harmonize so beautifully, they lend a quality suggestion 
by their own rich folds, they guide the eye to the merchandise 
displayed by their very unobtrusiveness. When used for store 
display and interior decorations, “Sol” Fabrics are effective tun 
builders of prestige. Loomed and dyed in England by a house ’ wa 
renowned for more than 100 years for the products of its looms, mon ex 
“Sol” is a fabric outstanding for its versatility. 

“Sol” Fabrics—durable, distinctive, yet moderate in price—are 

offered in a wide range of 40 beautiful colors, guaranteed.* 

Complete stocks of all colors and widths insure prompt service and the 
on all orders. were h 

Samples and Color Chart on Request 
*Guarantee: If for any reason whatever “Sol” Fabric fades, we 


will ene not only the material, but refund all actual labor costs 
as well. 


S. M. HEXTER & CO., Sole Owners 
Cleveland, Ohio 


New York Office: 381 Fourth Avenue 
Chicago Office: 189 W. Madison Street 
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Kaufman’s Westinghouse Exhibit—The Small Dark Square Is a Contact by Which Passers Lighted the Window 
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Pittsburgh's “Know Your City” Drive 


Efforts of Chamber of Commerce to Acquaint Her Population With 
the Scope of Her Manufactures Fills Windows With Rare Exhibits 


sy J. ARCHIE GREINER 
Display Manager, Kaufman Department Stores, Inc., P:ttsburgh, Pa. 


ITTSBURGH Promotes Progress Week,” 
staged for the second time as an annual 
event, was a feature of the smoky city’s 
industrialism recently when stores through- 
out the principal shopping area turned over 

many of the choicest windows to expositions of the 

manifold activities of Pittsburgh industry. 

Outshining its 1926 predecessor, the latest window 
exposition drew thousands of spectators, and it was 
interesting to see the throngs looking in the windows 
and shops to familiarize themselves with the products 
of their home city. 

One jewelry store had a large lump of coal promi- 
nently displayed among its costly gems. No explana- 
f tion was necessary. “A black diamond” was the com- 
mon exclamation. 

Kaufman’s gave the celebration two well-placed 
windows in which the wares of the Westinghouse Co. 
and the United States Glass Co. were featured. Horne’s 
were hosts to the Armstrong Cork Co.’s_ exhibits, 
Kaufman & Baer had an art glass exhibit, Boggs & 
Buhl featured H. J. Heinz Co. products, and all the 
other stores and shops had equally interesting por- 
trayals of Pittsburgh manufacturers. 

The Chamber of Commerce gave public interest to 
the week by inauguration of a contest for school chil- 
dren, allotment of the displays: to the respective stores, 
and “gingering up of all of the other activities to pro- 





' fan ceased its gyrations. 


vide for a celebration that would be memorable. They 
received splendid cooperation from the merchants, 
boosting Pittsburgh, stimulating interest in our win- 
dows, and teaching the manufacturers the importance 
in civic life of the show window. Most of them have 
signified their intention of building more elaborate 
displays for the next celebration. 

In our Westinghouse window we introduced a 
novelty that early won public attention. A new light 
bulb was featured, and a wire was connected to this 
and led to the window pane. The moment that the 
passer touched this spot on the pane he lit the lamp and 
started an electric fan by the movement. When the 
hand was withdrawn, the light flickered out and the 
Interest of the public was 
obtained by a small sticker pasted to the window near 
the vital point, on which was the command “Place Hand 
Here to Operate Display.” 

The explanation of this “phenomena” is simple. A 
tube, which in reality is a small relay, that requires less 
than one-millionth of an ampere to operate was recently 
invented by a Westinghouse engineer. This relay or 
tube was the means of operating the apparatus, the 
energy being supplied by the hand of the human being 


‘ when placed in front of the spot designated on the win- 


dow. The sign mentioned was pasted on the inside of 
the window by means of rubber cement and a very small 


(Continued on page 72) 
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The Figure and the F ootwear Window 


When Its Introduction Permits Conversion of the Showing Into a 
Portrayal of Human Activities the Public’s Interest Is Quickened 


HOES for women have at all times kept pace 
with the vanguard of merchandise featured 
by the department store, and the shoe com- 
panies have been just as anxious to show 
them favorably as their formidable com- 

petitors. Men’s shoes might be slighted in display, mis- 

cellaneous footwear might suffer, but if the house was 
to prosper feminine creations must be given space and 
endowed with charm. 

Hence, displaymen everywhere have spurred jaded 
imaginations, burned the midnight oil, if any of it is 
burned these days, and toiled like slaves to devise 
new methods for presenting this class of footwear 
pleasingly and appealingly. Not all of them, of course, 
but a substantial minority, enough to color the cur- 
rent of window advertising and impress all viewers 
with the daintiness and the style which these goods 
possess. If hundreds of smaller stores have been con- 
tent with less artistic creations and have permitted 
their windows to fall behind in the race for profits, 





substituting price for style and staking their fortunes , 


upon its compelling force, this should not overshadow 
the enterprise and the effort which the leaders in shoe 
display have put forth in meeting the problem of the 
moment. , 

The department stores have been trail blazers in 
the move to overcome the precedent demanding 
stocky showings, and, while clinging to the stands 
and pedestals and all the other paraphernalia of the 
shoe displayman, have succeeded, in numerous in- 
stances, in freeing shoe displays from conventionalism 
and giving them distinction and interest obtained only 
through innovation and novelty. 


Not the least effective of the changes which they 
have attempted have been the inclusion of wax figures 
in their arrangements. These aids are no guarantees 
of greater passer attention, but when used to stimu- 
late scenes from life illustrating the use of the shoe 
as well as portraying the inherent values of the foot- 
wear do much to give it greater consequence. 

Beauty never fails to win an audience and femi- 
nine youth has through all ages been its utmost inter- 
pretation. The ancient Greeks immortalized Venus 
and Psyche, but paid scant attention to their attire. 
The trappings of beauty appealed to Aigean sculptors 
as mere embellishments which, though material, re- 
mained incidental. Their attitude is preserved in the 
ideals of the day which deem style and color but 
the means of enhancing natural attractiveness. 


When department store windowmen center their 
shoe displays around a wax figure they merely give 
recognition to this deeply intrenched sentiment. If 
the figure is naturally posed and becomingly garbed, 
-the spectator visualizes a scene from life, in which a 
pretty girl is the principal character. What she wears 
and how she wears it becomes of interest because of 





her attractiveness ; what she does and how she is posed 
determines the realism of the scene. Shoes, requisites 
of every human activity, gain momentum in these 
showings through their relation to the rest of the set- 
ting, calling up in the minds of the viewers their 
fitness for use in similar episodes of the spectators’ 
careers. In this mental reaction is the force which 
creates desire and stimulates sales. 


When, for instance, R. K. Henry, of the Efird 
Store, Charlotte, N. C., shows a beautiful creature in 
street dress seated on a day bed with a group of shoes 
at her feet, there can be but one conclusion—she has 
just returned from a shopping trip and is comparing 
her latest acquisition, which she holds for inspection 
before her, with the rest of her footwear. That the 
setting is beautiful is important because it provides 
the type of surroundings which befit a lady able to 
cater so lavishly to her vanity. But her personal at- 
tractiveness holds the most moment to the passers, for 
in her waxen beauty they see the promise of even 
greater personal success with the same attire. The 
shoes she wears, or the shoes grouped about her, will 
set off one of the viewer’s costumes. She simply must 
have them, and with this decision another sale has 
been made. 

In Everett Quintrell’s display for the Elder-John- 
son Co., Dayton, Ohio, the same method is used. A 
slender young beauty, posed in a window seat, looks 
out through a background window into an imaginary 
street. The posture is superbly splendid for display 
of her hosiery and shoes, and the style and eclat of 
her costume and accessories inspire copying. As this 
is the objective of the display, it can be seen that most 
of the selling urge rests in the figure. 


Slightly different is the method evolved by Walter 
Nyeland, of the Paul Davis Co., Waterloo, Iowa, in 
fashioning his Christmas window. Boudoir slippers 
are featured—and the model does not wear them. In- 
stead she has a pair in her lap and is inspecting one 
of them carefully. A holiday package on the floor 
indicates that she may have received them as a gift, 
or is planning to use them as such. Her apparent 
pleasure with them points to the first conclusion, but 
determination of this problem is left to the passer. 
One fact that is inescapable, however, is their com- 
petence to serve as presents, an impression which 1s 
the direct goal of Nyeland’s efforts. The home-like 
atmosphere of the setting, the maturity of the char- 
acter, and the manner of her dress, make the appeal 
of the display especially potent to “friend husband.” 
In the figure he sees a symbol of his wife, and his 
youngsters visualize their mother. Again, the figure 
is scoring on the tie-up with human needs. Again a 
success is registered through a dramatic handling of 
the subject that could. never be equaled by mere 
presentation of merchandise. 
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What can the shoe store do to 
offset the department store’s ad- 
vantage in display assets? Safe 
in their own field of popular 
prices, Many of them feel that 
this advantage is more apparent 


than real. However, in the face. 


of severe competition among 
thenselves, the more aggressive- 
ness shown, the greater is the 
chance for increasingly profit- 
able operation. The shoe store 
can use many of the same de- 
vices or substitutes for them, 
and use them successfully. 

T. Willard Jones demonstrates 
the means in an excellent win- 
dow prepared for the Phelps 
Shoe Co., Shreveport, La. Here 
the human element is implied 
through association with the set- 
tings. The typical display aspect 
is minimized and interest is cen- 
tered about a dressing table 
adorned with candlesticks and 
surmounted by a large mirror. 
Drapes running out from its 
sides lead directly to the evening 
slippers, which are in the lime- 
light; a fancy cushion lends a 
definitely feminine touch to. the 
to the showing. Milady has just 
stepped out of the room, but 
may be back at any moment. 
The whole window bespeaks her 
proximity and its charm rests 
in this nearness and intimacy. 

While it may be conceded that 
a theatrical presentation tends to 
convert the merchandise into 
mere settings for the wax char- 
acter, proponents of the simpler 
displays must admit that windows 
which simply offer goods for the 
passer’s inspection in the long run 
must base their appeal wholly 
upon price. Great as the institu- 
tion of window shopping has be- 
come, and as large as the volume 
of business which depends upon 
it must be, it holds potential dan- 
gers for every merchant along 
the strollers’ line of march. If 
the interest which the window 
fans up is based purely upon 
Price, the dealers simply paves 
the way for comparison with his 
tivals, showing and thus descends 
into the arena with him in a com- 
bat which neither relish. If the 
elements of desire, however, rest 
upon quality, color attraction, 
style, or similar attributes, this 
difficulty is avoided. 
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Top by R. K. Henry, Efird’s, Charlotte, N. C.; Upper Center, Everett Quintrell, Elder 
& Johnson, Dayton, Ohio; Lower Center, T. W. Jones, Phelps Shoe Co., Shreveport, 
La.: Base, Walter Nyeland, Paul Davis Co., Waterloo, Iowa 
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He Handles Two States for Coca Cola 


R. V. Wayne, of the. Detroit Window Display Service, Again to 
Install All Ohio and Michigan Displays for Noted Beverage 


O increase fountain sales of Coca-Cola, 
the Coca-Cola Co. tried out an intensive 
window display campaign in the states of 
Ohio and Michigan last year. The entire 
campaign had to be installed in a short 

space of time and a complete coverage of the fountain 
trade was requested, because the plan was to have 
these windows tie-up with the big spring campaign 
in the newspapers and magazines. The task was 
placed in the hands of the Detroit Window Display 
Service, Detroit, Mich., which handled the entire cam- 
paign with its own staff, installing a surprising 
total of 2,000 displays. It is, indeed, a credit to win- 
dow display advertising and the display service busi- 
ness that this campaign proved an astounding success, 
surpassing all expectations, and winning for the Detroit 
Window Display Service the congratulations of the 
district manager of the Coca-Cola Co. 

It is not at all surprising that a similar campaign 
is to be conducted this year, beginning May 9, and 


again the campaign has been entrusted to the Detroit ° 


Window Display Service. The specifications call for 
the placement of all installations within a period of 
three weeks, and they will be entirely handled by the 
Detroit Window Display Service, except Cincinnati 
and surrounding territory, which has been turned 
over to the Window Display Installation Bureau, Inc., 
to be executed by their associates in this area. 

R. V. Wayne, manager of the Detroit Window Dis- 
play Service, has planned three model installations, 
which are shown herewith. This campaign will be a 
departure from most national advertisers’ campaigns, 
because the installations are to vary in decorative 
and color treatment, that is, the crepe paper work. 
The three examples shown herewith indicate the va- 


A Pair of Model Installations Which Wayne Created to Cope With Advertiser’s Demand for Variety—Wayne Is Shown in Insert 





One of the Standard Set-Ups Devised by Mr. Wayne 


riety that can be obtained by clever crepe paper 
handling, and the distinctiveness of this year’s cam- 
paign can be depended upon to hold the attention of 
the passerby, and then get him to trot up to the foun- 
tain for a-Coca-Cola to quench his thirst. 

The lithographed display material is of the usual 
high standard for which the Coca-Cola Co. is famous. 

Already hundreds of requests for window displays 
have reached the Coca-Cola offices and the Detroit 
Window Display Service, which proves the assertion 
of the window display service companies that drug 
windows can be obtained for well-executed displays. 
All Coca-Cola dispensers can have an installation dur- 
ing the period of the campaign by making a request 
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to his Coca-Cola salesman. Under the plan worked 
out last year all displays booked in advance will be 
given first consideration. 

The growing confidence of the national advertiser 
in the reliability and efficiency of display services is 
the result of such successes as the Coca-Cola display 
campaign. It is through this method of display in- 
stallation that the manufacturer can avoid the exces- 
sive waste of expensive display material which has 
been so general heretofore. 

Dealer display material, no matter how beautiful 
and effective, does. not constitute window display ad- 
vertising until it has been placed in the dealer’s win- 
dow. In other words, its installation transforms the 
material into advertising, and the display specialist 
is the agency through which this result can be ob- 
tained at lowest cost and with greatest sales results. 





How We Display Intimate Apparel 


Color Harmony Is Essential to Set Lingerie Off to 
Good Advantage; Forms Help 
By EDWARD E. O’DONNELL 
Display Mgr., Sisson Bros.-Weldon Co., Binghamton, N. Y. 
EALTH of color and a wide variety of acces- 
sories is what most every displayman has at 
his disposal when called upon to install a win- 
dow of underwear or lingerie. Dainty colors 
that harmonize should be selected, and we think that the 
combining of more than two colors will cause trouble in 
making a display that will be attractive and harmonizing. 
The underwear section in the store today is one 
of more than secondary importance and why? Because 
not only at the holiday season does this section thrive, 
but also there is the constant demand made possible by 
wedding and gift giving at different times of the year. 
At Sisson’s prominent space is given to this de- 
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Underfinery As It Is Presented at Sisson’s, Bingham‘on, N. Y.—Edward E. O’Donnell Is the Designer 








partment and some of the best windows in our entire 
battery are allotted for its use when its goods are 
featured. With the support of these commodious in- 
struments of mercantile publicity, Binghamton women 
are always drawn to our store when these sales events 
are launched. 

The accompanying illustration is a reproduction 
of a window which was installed recently with good 
results. The arrangement was not complicated, but 
with the wax figures used and the light trim employed 
there was just enough of the theatrical to attract the 
casual viewer and just enough merchandise to convey 
the sales message. Several changes were made of gar- 
ments on the wax figures again upholding our faith in 
wax figures. 

Orchid and green predominated in the display and 
black velour was used on the floor. 





HOOVER SPRING WINDOW CONTEST UNDER WAY 

March 1 saw the initiation of the Spring Hoover Cleaner 
Contest, which closes May 1. In this competition, each dealer 
may submit as many displays as he pleases, the only require- 
ment being that they be Hoover displays. No special appeal 
need be stressed, attractiveness and sales promotion values 
being the primary requirements. 

Contestants qualify by sending photographs to the Hoover 
Co., North Canton, Ohio. Prizes are as follows: First, $100; 
second, $85; third, $70; five $50 prizes and four $25 prizes. 

ATKINS SAW CONTEST FOR 1927 BEGUN 

A contest of international scope was launched on April ! 
by the E. C. Atkins Co., Indianapolis, manufacturers of saws 
of all types. This will conclude on December 31 and will be 
open to all dealers. 

Entries will be made by photographs, and a series of 
prizes not yet announced will be awarded. All displaymen 
whose houses handle Atkins saws will do well to take note 
of this contest and plan to instal competing windows at some 
time during the remainder of the year. For particulars ad- 
dress T. A. Carroll, advertising manager, E. C. Atkins Co., 
Indianapolis, Ind. 
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IME is the essence of appeal in clothing for which all southern California takes huge interest be- downs 
both sexes, and it has its momentum with cause of the rivalry. between the two neighboring overcog 
the “collegiate” youth as well as with his schools, Mr. Hamer installed two remarkable back- attempt 

friend, the flapper.” Spring brings its grounds, the window illustrated depicting the field and in 
crop of topcoats, its light-weight woolens, the U. of S. C. bleachers packed and jammed with the settings 
its flashing array of new shirts introdu 
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piring events and profit through oe ga ~ raquets 
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all over the country. mi ? : a 
The sporting blood of the ee 
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the football season nears. The og 5 
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sity of Southern California, scene . a 
of many a hard-fought gridiron pe 
battle, becomes the center of at- ~e 
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the preparations of the native of palm 
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school’s rooters. In the companion window the Stan- 
ford hordes were shown. 

An improvised bleacher seat gave Hamer a remark- 
able stand for his displays, providing for very natural 
showings of overcoats, scarfs, mufflers and gloves. 
Wax figures in collegiate attire, posed as though gazing 
down on the field, procured full-length showings of the 
overcoats in a fashion which few clothing houses ever 
attempt. 

In this island window Mr. Hamer used football 
settings to correspond with his larger windows and 
introduced his small goods in a fashion that created 
profound interest. Los Angeles responded heartily to 
his efforts and gave him rounds of compliments for his 
enterprise supported tangibly by nice increases in sales. 


Facing the opening of college, Harold Braudis, now 
display manager for Harry Katz, Inc., Oklahoma City, 
carried football fervor into his windows with a showing 
of shirts and neckwear in which copies of college songs, 
and bits of football toggery were blended. The ties 
were new and bright, the shirts “snappy,” and the win- 
dow as a whole was a sparkling revelation of what can 
be done with men’s wear when a seasonal aspect is 
given it. Quite naturally it produced results speedily. 

Of greater interest at the moment is the “stunt” 
used last summer by F. U. Lawrence, display manager 
for Eagleson’s, of Los Angeles, to stimulate mid-season 
buying. Light serges and flannels were the goods fea- 
tured with sport caps as accessories. The blue coats 
were favorably contrasted with light trousers, the whole 
display being placed upon a grass mat flooring. So far 
the showing was purely conventional and wholly lacking 
in dramatics. But when he introduced a tennis net, 
draping it down through the center of the display, using 
raquets for supports here and there, and terminating 
in furls on the spindles of his shirt stands, a new aspect 
was assumed. This was furthered by introduction of 
acamp chair of recent design. 

“Tennis! Summer sports; Appropriate apparel!” 
The window fairly shouted this message. No “court” 
enthusiast could pass it without halting to appraise it; 
no faint-hearted fretter secretly craving, though physi- 
cally side-stepping the gruelling exercise of the court, 
could resist it. It was a wonderful illustration of the 


possibility of selling clothes for sports where sport. 


clothes could not be sold. It demonstrated conclusively 
the worth of stressing the purpose and permitting the 
goods to serve it rather than assuming this relationship 
clear. 


Intent on corralling public interest aroused by cur- 
tent happenings Walter ‘Wehner, display manager for 
Brill Bros., New York clothiers, followed the lead given 
by national advertising of the House of Kuppenheimer 
in directing attention of young men to John Barry- 
more’s endorsement of a Kuppenheimer suit. Barry- 
more, star of the “Beloved Rogue,” a romantic fifteenth 
century story, enacts his role so skillfully that he has 
climaxed his career with his performance. The wave 
of popularity which the film has given him makes his 
commendation of high value. And this Wehner capital- 
ized through presentation of an effigy of the actor clad 
in the doublet and hose in which he appeared before 
the camera. It is. needless ‘to say that the window 
stopped the crowds. 
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Wrought Iron Vogue Spreading 


Florida Boom Initiates Interest in Spanish Designs 
That Has Magnified With Passing Months 


ROUGHT iron gaining prominence in Florida has 
developed a vogue that is sweeping over the 
country, its greatest popularity centering around 
old Spanish effects with the more ornate French 

and Italian designs running a close second. 
The full force of this interest has’ been reflected in the 








New Display Stand Fashioned by Lansha Studios 


show window, where novelties of wrought metals have been 
found excellent to create the atmosphere of wealth and 
luxury. Among a number of the prominent department stores 
which are using wrought iron in their displays are John 
Wanamaker, New York and Philadelphia; Gimbel’s, New 
York, Philadelphia and Milwaukee stores; R. H. Macy & 
Co., New York, and Sak’s Fifth Avenue Store, New York. 
Chicago, Cleveland, St. Louis, Cincinnati and Indianapolis 
are other great cities where the window has felt its influence. 

One of the leading houses who design and create wrought 
iron specialties by master artisans, in cooperation with the 
display manager’s special needs, is The Lansha Studios, of 
208 East Forty-seventh Street, New York City. Their espe- 
cial experience with architects and interior decorators in 
embellishing high-class town and country homes and apart- 
ments is invaluable to the displayman in insuring him the 
very acme of artistic and technical skill. 

In building windows depicting modern homes of the 
fealthy, it is essential to catch the exact motifs and investi- 
ture to create a faithful reproduction. Grilled gates, con- 
soles with and without mirors, jewelry display stands with 
graceful rows of tiers, candelabra, shields etc., are among 
the most popular of the numbers created by the Lansha 
Studios for this growing division of their business. 

While emphasized for use in the windows. there is another 
and very important use that not only assists in the sale of 
merchandise, but makes the wrought iron pieces a staple in- 
vestment for the house. That is in the millinery and apparel 
salons where a touch of distinction and richness is sought. 





WINDOW BUREAU HOLDS ANNUAL MEETING 

The annual stockholders and Board of Directors’ meet- 
ing of the Window Display Installation Bureau, Inc., was 
held March 12 in the offices of the company at Cincinnati, 
Ohio. R. V. Wayne, Detroit, president, was re-elected, 
Samuel J. Hanick, Philadelphia, George Altman, Columbus, 
Ohio, treasurer, Walter G. Vosler, secretary, and Robert 
Knapke, Cincinnati, business manager also succeeding them- 
selves. George E. Dugdale, Whitmer Display Service, Cleve- 
land, Ohio, was elected to the board to succeed Mr. McDon- 
ough, Toledo, Ohio. A feature of the meeting was the laying 
of plans for improvement of the bureau’s service. The officers 
announce themselves as extremely pleased with the progress 
noted in 1926 and predict that the volume of work placed by 
the organization during 1927 will far exceed that of the past. 
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Sharon Establishes Degree Work 


Hustling Pennsy Club Adopts Fraternal Practices and Confers Work 
on Large Class—Boom Stensgaard for New Term 


Ly JACK W. SNEDDEN 


Secretary, Sharon Ass'n of Display Men, Sharon, Pa. 


IRST among display clubs to adopt a for- 
mal initiation for new members the 
Sharon, Pa., Display Men’s Association 
distinguished itself on the evening of April 
8th by conferment of the rank of trimmer 

upon a class of sixteen candidates. 





The occasion was the organization’s third annual ° 


THEMES FOR TIMELY DISPLAYS—Top, sporting goods, as shown by a Los 
Angeles store; center, Maypole juvenile setting for May Day by R. K. Henry, Efird’s, 
Charlotte, N. C.; base, wallpaper, a good spring subject as handled by G. H. Wagner, 

Denecke’s, Cedar Rapids, Iowa 





banquet attended by a number of the best known dis- 
playmen of the region, and officers of the International 
Association. 

President Stensgaard came from Chicago to be the 
main speaker. The banquet was held in the United 
Presbyterian Church with forty members attending. 
Initiation of sixteen new members took place in Sun- 

shine Home. 

Following a sumptuous din- 
ner the diners joined in a num- 
ber of songs led by J. E. Nickum. 
I. E. Ogg acted in a capable 
manner as chairman of the eve- 
ning’s program. Door prizes 
were won by Ralph Knapp, L. 
H. Berger and E. E. McKenna. 

Members approved a motion, 
put by Paul Shatto, for the en- 
dorsement of W. L. Stensgaard 
for re-election to the national 
presidency. 

Morris L. Black, president of 
the newly organized Display 
Men’s Association of Youngs- 
town, was introduced as a spe- 
cial guest. 

In his address, President 
Stensgaard lauded the Sharon 
men for their enterprise in bring- 
ing about the splendid success of 
the local organization. He 
pointed out the vast strides which 
the association has made and 
predicted a bright future for the 
display field. The Sharon or- 
ganization, he declared, is recog- 
nized as one of the leaders in the 
national body. 

Members then adjourned to 
Sunshine Home for the initiation, 
which was an impressive cere- 
mony. 'The degree team was 
composed of: High head trim- 
mer, I. E. Ogg; first assistant, 
W. B. King; second assistant, J. 
F. Nickum; senior guard, W. E. 
Watkins; junior guard, Ralph 

- Knapp; custodian, L. H. Berger; 
scribe, J. W. Snedden; sentinel, 
A. C. Kaufman. 

F. A. McIntyre, retiring sec- 
retary, was presented with a gold 
inlaid loving cup, as an apprecia- 
tion for his two years of fine 
service. 
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Insurance Enters the Show Window 


Hustling Oklahoma Agency Brings the Zeal of the Decorator to 
Its Support as Convention Lays Plans for 1927 “App” Drive. 


IFE hurries on and 





that which yesterday 





was but a vision to- 

day is transmuted 

into a reality. Not 
so long ago life insurance execu- 
tives were sure that advertising 
could not sell their service, and 
now magazines and newspapers 
alike carry generous amounts of 
space preparing the minds of 
thousands for the canvass of the 
new school of insurance sales- 
men. 

To this form of publicity 
windowmen are beginning to add 
their contribution: as conventions 
and conferences of insurance 
men offer the opportunity. Such 
was the case during the recent convention of the State 
Life’s organization in Oklahoma when the representa- 
tives of this great eastern company gathered at Okla- 
homa City for their annual pow-wow. 

E. H. Lisle, display manager of the McEwen Halli- 
burton Co., was among those who participated in a 
window contest initiated by the State Life officials. 
So graphic was his work and his depiction of the want 


and destitution which life insurance combats that he > 


won the first prize in this competition with ease while 
thousands of Oklahomans registered their interest in 
such a concrete fashion that police had to be called 
out to control the crowds. 

It was the old story of the home stricken by prema- 
ture death, and the grief and despair which befalls the 
survivors when adequate provision for their protection 
isnot at hand. Into this setting Mr. Lisle wove all the 








Toys Forsaken on the Doorstep—A Wreath on the Door—In this Compelling Fashion 
Lisle Pictured the Consequences of Reckless Driving 


tragic features. of a love which was short sighted, mir- 
roring happy yesterdays in the tell tale pictures on the 
walls, and the portrait of the thoughless father. 
Surrounding his characters with the attributes of 
poverty, cramped quarters, flimsy furniture, and shoddy 
clothing he showed a little girl trying to console her 
mother who sat with her head buried in her hands 
before a stand on which stood a picture of the im- 
provident husband. Opposite her was a cheap laundry 
stove and a scuttle of coal, telling all too well of the low 
state of her fortune, a wash tub on a chair suggesting 
her efforts to earn a livelihood through this back break- 
ing medium. The little daughter gazes compassionately 
at her mother and announces through a window card 
propped beside her that “Mee’l work, too.” 
Above the figure of the mother was her picture 
in a wedding gown and on the floor in front of her 
chair a card which read: “And 





ee: eg 


“Me’el Work, Too”—A Child’s Effort to Console Her Despairing Mother Gave Power 
to Lisle’s Windowed Plea for Life Insurance 





>». oes) he said he loved her. This is a 


story of everyday life. Ten cents 
a day would have provided for 
this widow and her child.” 

A third card in the left fore- 
ground contained the sales ap- 
peal “Start the New Year Right 
by Providing Insurance for Their 
Protection.” 

State Life officials were so 
pleased with this portrayal of the 
causes promoting life insurance 
that they awarded Lisle a prize 
of fifty dollars. At least once 
they had found a medium that 
made insurance so attractive that 
hundreds jammed about the ex- 
hibit blocking the sidewalks and 
endangering the window. 

Not less attractive was a com- 

(Continued on page 73) 
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Pacific Convention Moved Up to July 


Consensus of Opinion Favors Advancement of Meeting Date to 
Vacation Period—Arrangemeuts Staff Starts Preparations 


By MILTON BORNSTEIN 
Publicity Director, Pacific Coast Ass'n of Display Men 


ACIFIC COAST displaymen will meet in 

their annual convention at San Francisco, 

July 26, 27 and 28, according to the an- 
nouncement of the newly:appointed con- 

vention director, H. D. Nickel, -display 

manager for the “White House,” San Francisco. This 
constitutes a departure from precedent established in 
prior gatherings which have usually met in Septem- 
ber. Mr. Nickel stated that the dates in July seemed 
to satisfy the greatest majority of exhibitors and dis- 
playmen. That the time was favorable to many who 
have shown interest in the coming convention is indi- 
cated by the correspondence at hand. Not too late for 
fall lines and not too early for Christmas lines and 
just right for the vacation season in San Francisco. 
The convention date, selected after considerable 
deliberation, was concluded as striking a happy me- 


dium for those in favor of an earlier convention as . 


well as those expressing themselves in favor of a later 
date. Eurthermore, many displaymen have stated it 
would be of considerable benefit to hold the conven- 
tion at a time when they could conveniently attend— 
during their vacation period. This will assure a 





H. D. NICKEL 
Newly Appointed P. C. A. D. M. Convention Director 


record-breaking attendance, which is something to be 
reckoned with, and which exhibitors themselves admit 
is very vital to a successful conclave. 


Regional convention directors have been chosen 
and include the following: Dave Smith, B. F. Schies- 
singer Co., Oakland; Ralph G. Hamer, Desmonds’, 
Los Angeles; James A. Wilson, Cheasty’s Olympic 
Hotel Shop, Seattle, Wash:; Bert Cultus, Bedell’s, 
Portland, Ore.; R. A. Corbin, Radin & Kamp, Fresno; 


ay SH 
Sl 





Gathering Place of the Pacific Clans—Hotel Whitcomb 
Which Will House the July Convention 
Harry Heim, Specialty Shop, San Diego; Will D. 
Ward, Reveillir Co., New York City, N. Y.; J. Dun- 
can Williams, Chicago, IIl. 

Convention headquarters wil .be at Hotel Whit- 
comb. 

Ideally located at Civic Center and convenient to 
all activity, the Whitcomb Hotel was selected after a 
careful survey of available locations. 

The publicity director promises to keep everyone 
informed as to progress, and announcements will be 
issued from his office at regular intervals. 

The famous Drury Lane of the Hotel Whitcomb, 
including the entire mezzanine floor, has been secured 
for our exhibit space. 

The famous Whitcomb Roof Garden, overlooking 
the entire city, has been reserved for our lectures and 
demonstrations. On the roof will also be held our 
social program, which has already given evidence of 
surpassing any event ever held by displaymen any- 
where. 

Remember the city’s famous slogan, “San Fran- 
cisco Knows How,” has been adopted as the P. C. A. 
D. M.’s very own. 

Blueprints of available space will be forwarded 
to all exhibitors. To insure receipt and all further 
convention information, register this request with the 
convention director, who will promptly acknowledge 
communicatoins. Space will be allotted in order of 
requests received. Write or wire all communications 
to H. D. Nickel, convention director, P. C. A. D. M., 
San Francisco, Cal., care The White House. 


April, 1927 
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A Typical Hanson Trim Showing the Dependence Which the Designer Places Upon Related Units 
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The Unit Trim and the Window Card 


Unit Trims Make It Possible to Show Appeal Through Uncrowded 
Arrangement—The Ticket Turns Desire Into Buying Will 


By ROBERT H. HANSON 
Display Manager, Nelson-Moore Co., San Diego, Cal. 


NIT displays increase the business for our 
store, using the ensemble idea. We would 
not use the unit syle of display if it did 
not prove profitable and practical; for the 
primary purpose of show windows is to 

sell merchandise and advertise the store effectively. -If 

two, three, or four garments properly displayed in a 

given unit will produce more business than a greater 

numberof suits in the same trim, it is only logical and 
reasonable that the smaller number should be used. 

This may seem paradoxical to some merchants who 

argue that if two suits well displayed will make so many 

direct sales, then four suits ought to make twice as 
many sales. That, however, is specious reasoning, as 
it only takes into consideration a part of the elements 
contained in a completely effective window display. 

Unit displays make is possible to show style appeal 

which can be obtained through an uncrowded arrange- 

ment. Style is dominant in every line of merchandise 
displayed, and the autumn or spring season is clearly 
reflected in the colors of the suits and decorations used 
to bring it out. The window card is an important item. 

In using the ensemble idea in these trims, every 
article should be marked because most men will not walk 
into a retail store and say “I want the such and such 
ensemble” and plank down a lump sum of money for it. 

Time has proven that men are “piecemeal buyers.” 

Men go out to buy a cravat, a suit, a hat, or a pair of 

shoes; unlike women, they rarely buy “outfits.” All 

merchandise in every trim should be priced. With- 
out prices on the merchandise shown in the windows, 
you realize only 75 per cent sales value, no matter how 
artistic and attractive the window may be. The window 
in every sense, is a living newspaper advertisement and 
should seek the four related objectives of advertising. 
They are: Attention, interest, desire and action. 





First your “ad” or window attracts one’s eye by 
the decoration, the make-up, and the general attraction 
qualities. Next, to hold attention, the theme must be 
of interest whether revealed by the cuts or captions of a 
newspaper ad, or the merchandise in the window. After 
we have interest, we must create desire, the inclination 
to possess, which is the duty of the copy in the news- 
paper advertising and the show card in the window. 
The window is now 100 per cent complete. Action 
means purchase, and how many sales do you actually 
close without inquiries about the price from the pur- 
chaser. Although price alone will inspire very few 
sales, it closes 99 per cent. Because a pair of shoes 
or a hat costs but five dollars is no reason why anyone 
is going to rush in and buy. Even after being “sold” 
through style or some other appeal, the prospect cannot 
be considered a likely purchaser unless he knows 
whether or not he has or can afford the price asked. 
These are the chief reasons for using price tickets. 

Some merchants say: “We want them to come in 
and ask the price so that we can use ‘salesmanship’ to 
close them, whereas, if the item is marked, the price 
would scare them.” In reality, people resent high- 
powered salesmanship, and only merchants in large 
cities who never hope to see the same customer again 
can afford to use high-pressure attacks. ‘Don’t forget, 
folks like to buy and dislike being sold. 

The moral is to put prices on all goods displayed 
so that false and misdirected interest may be avoided. 
Don’t let anyone get his heart set on a certain style 
of suit or coat only to learn later that the price is 
prohibitive. When you use price tickets, window shop- 
pers enter your store as customers, not “prospects.” 
You save time as well as sales. You avoid half-baked 
publicity, prevent disappointment and satisfy your pub- 
lic’s demand for information. 
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SPRING OPENING WINDOWS FROM WIDELY DISTANT CITIES 


The top tiers of displays are productions of J. T. Erskine, Display Manager for the Davidson Bros. Co., Sioux City, Iowa. 

The right installation is unique in its concentration upon Dresden china figures. In the second tier, the left is the com- 

position of Bert Lunenschloss, Frank Bros., Waterloo, Iowa. The right is by George W. Johnson, Fantle Bros., Sioux 

Falls, S. D. In the third tier, the left is by W. K. McGee, L. H. Field Co., Jackson, Mich.; the right is by Wm. Kenyon, 

Jr., Callendar, McAuslan & Trout, Providence, R. I. Both of the windows shown in the lower tier are by Earl H. Furman, 
Caheen Bros., Birmingham, Ala. 
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PRING was heralded 

in the windows of 

the nation in a 

series of window 

contests and opening 

celebrations  span- 

‘ning the continent as retail mer- 

chants groomed their stores for 
pre-Eastern business. 

Alert to link their establishments 
with nature’s refurnishment of 
the landscape, these dealers garbed 
their windows in bright colors, 
exhibiting their newest wares and 
most fetching modes in apparel 
and finery as their contribution 
to preparation for spring rehabili- 
ment and decoration. 

While most of the great cities 
confined their efforts to concerted 
window installations proclaiming 
the opening date, in some in- 
stances initiating special sales to 
mark the occasion, window con- 
tests were frequent in many 
smaller centers. Among the larger 
cities which utilized the contest was Schenectady, N. Y., 
where windows were unveiled on March 15, launching an 
opening which was spread out over the next three days. 

In the Pacific coast area, Spokane, Wash., led off with an 
equally interesting window exposition, staged March 16-17. 
Portland, Ore., celebrated on March 18-19-20, unveiling all 
the displays at a given hour. San Diego and Sacramento, 
Cal., had their customary window shows, while Omaha, Neb., 
was finishing up her plans for her event as late as the middle 
of March. 

The premier exposition of the season bids fair to blossom 
out in New York as the result of the action recently taken 
by the Metropolitan Display Men’s Club to promote a joint 
“Wonderful Windows Week” immediately before Easter. 

Cities which gave great prominence to displays in their 
opening publicity included Everett, Wash., where airplanes, 
fireworks and bombs, illuminated streets, bands, floats and 
auto parades were features of the show. Windows held num- 
bers corresponding to those on cards distributed to spec- 
tators. Recipients of winning numbers matched their draw- 
ings against the numbers shown in the windows and qualified 
for the prizes by presenting their tickets. 

Extraordinarily fine displays were witnessed at Sioux 
City, Iowa, one of the most interesting being a showing of 
frocks at Davidson Bros. This window, installed by J. F. 
Erskine, display manager, was exclusively devoted to Dres- 
den china figures. 

At Hannibal, Mo., elaborate displays were presented in 
the opening held March 17 to 19. Beloit, Wis., stores closed 
on March 16, the date of the opening, turning the occasion 
into a holiday. March 24 was the date set for the opening 
at Lewiston, Me., while Worcester, Mass., held a style show 
and exhibition on March 14-15-16. Living models on the 
Stages of the city’s theatres presented several of the store’s 
offerings, and the customary unveiling of windows was ar- 
ranged for March 14. 

At Great Falls, Mont., eighty merchants participated in 
the spring window display arranged by the display com- 
mittee of the advertising club. At Watertown, N. Y., a bril- 
liant celebration was staged with seventy-five merchants 
taking part. 

It would be impossible to chronicle all of the shows and 
expositions, but many of the outstanding windows will be 
shown in the May issue of The DISPLAY WORLD. 
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Spring Opening Shows Gird Continent 


Unveiling of Windows Opens Merchandising Drive in Scores of 
Cities—Bands and Fireworks Add Holiday Aspect 





R. M. Angell Proved Display’s Advance in Public Utilities by Capturing Schenectady’s 
Grand Prize With a Refrigeration Window 


Schenectady’s annual contest was held under the auspices 
of the retail trade committee of the Chamber of Commerce 
and proved sufficiently popular to enroll 130 windows. This 
record, marking the pinnacle of interest in Schenectady 
window events, made the evening of March 15 a memorable 
date. 

The grand prize was awarded to the Adirondack Power 
& Light Co., whose stellar window depicting electric re- 
frigeration with its constant frigidity through an Arctic 
scene was produced by Robert M. Angell. This revealed in 
striking manner the ability of the rising young decorator, 
who recently assumed charge of his organization’s window 
advertising in this district. 

The glass was painted with an icicle valance extending 
down the sides and across the bottom as drifted snow. In 
the background was a crepe paper sunburst of rainbow 
colors. In front of this, several cut-out icicles served as 
wings and drops to add depth to the window. Across one 
opening was an aurora borealis cut-out in two parts, so that 
lights could be put in to shine through the cut-out words, 
“Automatic Refrigeration.” On the floor was a shallow black 
tank of water which showed Ilke an open expanse in an ice 
field. This was lighted with blue from the back so it would 
reflect forward. A little fan kept ripples moving on the sur- 
face. A polar bear cut-out stood at the edge and gazed across 
toward the back. 

Two shadow boxes cut and painted like icebergs carried 
the sales hook-up, with perishable foods arranged on small 
shelves along their fronts. Several small ice cube cards car- 
ried points on electric refrigeration. The floor was finished 
with cotton, and silver litter sprinkled about and the whole 
lighted with a pale bluish green light. 

The second grand prize was awarded to Harold E. Pink- 
ham’s Gift Shop for a display of artificial flowers, the deco- 
rator of this window being Harold E. Pinkham. 

The third grand prize was awarded to The Lincoln Spe- 
cialty Shop, entered in the women’s ready-to-wear class, and 
being a display of three dresses. The decorator of this win- 
dow was John P. Rehburn. 

The judges were: William Lowenberg, of Steefel’s, at 
Albany; Jack Brassell, of Thomas McBride Co., Troy; Her- 
man Hoefs of Holzheimer & Shaul, Amsterdam, and I. S. 
Engel, of Frear’s, Troy. 

(Continued on page 66) 
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Trend of Modern Window Lighting 


Passersby Who Constitute the Display’s Circulation Are Only Taking 
Snapshots of the Goods—More Light Means Better Pictures 


By JOHN A. HOEVELER 
Manager, Engineering Department, Pittsburgh Reflector Co., Pittsburgh 


ITHOUT light show window advertising is 
impossible, for it is light and shade that 
give form and color to the display. Hence, 
to lengthen the hours of usefulness of this 
“silent salesman,” merchants have always 

recognized the need of providing artificial lighting when 
daylight wanes. At first the artificial light was used 
merely as a substitute for daylight, and was employed 
sparingly because of the cost. Through the years, how- 
ever, there has taken place an astounding cheapening of 
artificial light by the invention of more and more effi- 
cient lamps and reflectors, and even lower rates for 
electrical energy, so that today as much light can be 
bought for one or two cents as could be bought a cen- 
tury ago for one dollar. To light a window display so 
as to compell attention is something quite different 
from merely lighting it. A relatively low intensity will 
satisfactorily reveal a display if people have time to,stop 
and look, but in this day of hustle and bustle people 
take only fleeting glimpses. Consequently, the merchant 
has only the fractional part of a minute in which to 
secure the attention of the passersby. This is particu- 
larly true in main arteries for automobile traffic. 

Now it is a well-known demonstrated physiological 
fact that, for high speed vision, high illumination inten- 
sity is required. To illustrate, consider a game of base- 
ball in the evening. While the light is good the eye 
follows a fast ball unerringly and the catch is easily 
made by the skilled player. As twilight comes on more 
and more difficulty is experienced in seeing a fast ball, 
until finally play becomes impossible. At this moment, 
however, there is no difficulty at all in seeing the ball 
when at rest, or when rolled slowly along the ground 
or lightly tossed short distances. The point is this, that 
enough light must enter the eye to register. If the ex- 
posure is of short duration an impression is made only 
by relatively much more light intensity than when the 
exposure is long. In this way the eye is like a camera. 
Every amateur photographer knows that a stationary 
object can be photographed under dim light if the ex- 
posure is long enough, whereas a snap-shot requires 
strong light. Passersby, who constitute “window circu- 
lation” if we liken the show window to the printed ad- 
vertisement, are only taking snap-shots of the merchant’s 
window. For this reason one trend of window lighting 
is to ever higher intensities. 

Therefore, the progressive merchant today uses the 
equivalent of 200 watts per running foot of window 
space where a few years ago he used only 60 to 70. We 
are speaking now of night lighting. Day illumination 
of windows presents still another problem. The plate 
glass of a show window makes a pretty fair mirror in 
which a panorama of passing pedestrians, vehicles and 
the opposite buildings may be seen. Sometimes these 
images rather completely conceal the window display, 


and in all cases detract very much from it. In the first 
instance the effect is the same as drawing down a shade; 


in the second case the effect is the same as a reduced 


illumination. The obvious remedy is to illuminate the 
windows in the daytime, since we are dealing with a 
problem of relative brightness. When the images in the 
plate glass are brighter than the display, we cannot see 
what is in the window. If we bring up the brightness 
of the display to equal that of the image, we counteract 
the effect and again make the display visible. The 
brightness of the trim may be brought up by increased 
lighting and by the use of light backgrounds. In thus 
bringing artificial lighting into competition with daylight 
we find we must employ much higher intensities than 
we need at night. To kill daylight reflections it will be 
found that 400 watts per running foot or more is neces- 
sary. Obviously, there would then be required at least 
double the lighting facilities for daylight service than 
for night service, which brings a demand for a flexible 
system of window lighting with subdivided control 
capable of a range of lighting intensities to meet these 
various conditions economically. 





German Displaymen Hold Parley 


Meeting at Leipzig on March 12 Closes Year 
of Progress in Organization Work 


HE German Association of Window Decorators met 

at Leipzig, Saxony, on Saturday evening, March 

12, in an annual convention which was to con- 

clude the following day. The opening meeting was 

featured by the annual report of the association secretary, 

Erich de Roche and consideration of the body’s problems. 

This gathering served as an open forum in which all who 
desired to express themselves could participate. 

The following day the delegates got down to business, 
beginning the day with the report of the president, Bruno 
Seydel, a noted Berlin decorator, which was followed by the 
report of the treasurer, Paul Schafer. Immediately after 
disposition of these reports came election of the national 
executive committee for the next term, presiding officers and 
two auditors. 

Changes in policy and amendments to the governing laws 
of the association must be submitted to the national head- 
quarters six weeks in advance of the convention in order 
that they may be referred to the local organizations in time 
to instruct their delegates. One of the issues which was to 
come before the meeting was the proposition of Philip 
Brixius, of the Rhine District organization, calling for closer 
contact with the Union of Advertising Men and participation 
in their November demonstration each year. 





ARTISTIC BARRICADE MASKS REPAIRS 

An artistic false front gaily decked in silhouettes of 
fashionably gowned women attracted the attention of passers 
at the Jay Specialty Shop, 11 Temple Place, Boston, early 
in February as repairs on the store’s first floor were begun. 
The barricade, which was a departure in the protective bulk- 
heads required by law to protect pedestrians, is a huge 
wooden screen in modernistic colorings with the silhouettes 
in black. 
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The X-Ray Hippo window floodlight uses the efficient 

500-watt Mazda lamp. A color screen with sheets of 

amber, blue, green and red gelatin is optional equip- 

ment. The Hippo may be used with cord and plug 
to screw in standard socket. 


The “Center Spot Beam” of the 
Hippo has an approximate in- 
——a of 50,000 c. p., and may 
be focused on any desired object. 
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Startlin ng 
Window 
Effects 


Nothing attracts 
attention more 
than LIGHT— 


glowing, radiant, 


powerful LIGHT. 


The No. 88 Hippo 
window floodlight 





withrits brilliant beam 
of colored or white 
light quickly draws a 
crowd about the dis- 
play window. 
Sell the Hippo—it is a 
real sales getter! 


CURTIS LIGHTING, Inc. 
1119 West Jackson Boulevard 
CHICAGO 


31 W. Forty-Sixth St. 3113 W. Sixth Se. 
New York Los Angeles 


PO 


50000 Candle Power/ 
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Atkins Contest Greatest Yet Held 


Hardware Displaymen Roused to High Pitch of Enthusiasm by Prize 
Offer of Saw Manufacturers—Britons Share in Winnings 


INDOWS rallied to the sup- 

port of Atkins saws in 1926, 

according to statistics which 

were compiled from the 

1926 window display contest 

conducted by the manufacturers. “The 
1926 window display contest was the 
greatest and best we have ever held,” 
says the compariy’s spokesman in a re- 
cent issue of their house organ. “Many 
entries were received from foreign 
countries as well as the United States.” 

Atkins saws, which are produced by 
E. C. Atkins & Co., Indianapolis, Ind., 
have long possessed an excellent reputa- 
tion for durability and soundness of 
manufacture, and they have been shown 
in windows for many years past. The 
1926 contest’s success was insured by 
the contests which preceded it, but the 
measure of its extent and the volume of 
interest which it created was much 
greater than the previous competitions, 
and definitely put Atkins saws among the commodities 
sure of window publicity. 

Beginning in June, 1926, and concluding on De- 
cember 31, the contest was long drawn out, but interest 
was sustained to a surprising extent throughout its 
entire duration. In the list of awards, which were 
handed down by a picked group of judges, the names 
of several of the foremost hardware displaymen of the 
United States and Great Britain stand out prominently. 
The first prize of $100.00 went to the Idaho Hardware 
& Plumbing Co., Boise, Idaho, and thereafter the trend 








Grand Prize Display Which Won $100 for W. S. Hall, Idaho Hardware Co., 
Boise, Idaho 


of competition ran eastward rapidly, the second prize 
going to the Bomar-Summers Hardware Co., Louis- 
ville, Ky., while the third was yet farther toward the 
Atlantic coast, landing at the Gadsen Hardware Co., 
of Gadsen, Ala. 

With the fourth prize, $25, the contest became an 
international affair, this award going to L. D. & J. E. 
Noisieux, Montreal, Canada. From this moment on the 
judges found American and English windowmen run- 
ning neck and neck.” Carl V. Haecker, of the Frank 
(Continued on page 53) 





Ribbons Linking Up His Saws With Price Cards Were a Feature of Emil Faller’s Second Prize Window for Bomar- 
. Summers Co., Louisville, Ky. 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


DAVENPORT-TAYLOR MFG. CO. 
412 Orleans Street 


Bronze Tablets and Changeable Signs 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 





THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


THE BODINE-SPANJER-JANES CO. 
11600 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Ceo 
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Years of Experience Show High-Class Material Is Necessary to 
Win Windows—Service Organization Best for Installation 


By M. F. SCHLOSSER 
General Manager, Ex-Lax Manufacturing Co., New York 


An Address Delivered to the Window Display Group of the New York Advertising Club 
Meeting in Conjunction with the W. D. A. A. 


Y experience in handling window displays 
runs over a period of about twenty or 
twenty-five years. We formerly used dis- 
plays which were merely dummy cartons 
set up in the window, and let the dealer 

put them in or if our salesman happened to be in town, 
he would put in these dummy cartons and they got 
a very good showing. The dealer has become educated 
to very nice pictures and real nice displays. So the 
dummy carton proposition was put in the discard, 
although dummy cartons are still used in conjunction 
with the displays. 

Now, the contact with the dealer—in order to get the 
locations, we tried the experiment of having our own 
salesmen secure the locations and have the windows put 
in and afterwards checked. We found that this retarded 
the work considerably because a man spent a great deal 
more time in a location than was really necessary. 
Hence, we developed into using display service. 

The way we approached a given point was a matter 
entirely as to how our own plans would fit in there. 
If it was a city where the demand was limited or very 
small, we would schedule our displays first and have 
the man follow it. Where it was a city where there was 
a good demand and the demand was increasing, we 
would run our salesmen in first and send the displays 
afterwards. Of course, different parts of the country 
were handled in an entirely different manner. In fact, 
each one was handled as a unit by itself. 


The question of getting the full window display: 
Our experience has been where the display is sufficiently 
attractive, you have got to have real attractive pictures, 
and that is good selling argument and will fill a win- 
dow. ‘There is very little difficulty—at least that has 
been our experience—in getting the windows. But in 
the last few years concerns have come along with new 
products of different kinds to the retail dealer and have 
given free goods in large quantities. They feel that a 
method of introducing a new product would be most 
economical through window displays. Some concerns 
have given as high as five, six and seven dozen or more 
in order to get the windows in. The result is that the 
dealer demand free goods in almost every case. That 
is, in certain localities. That doesn’t hold good through- 
out the United States . 


We have offset that by giving him a very attractive 
window display. When the dealer demands an amount 
of free goods, we say: “All right, this display is worth 
money. It is bringing customers to your store, not to 
sell our goods, but to sell other goods you have got in 
your store, and it helps them to remind themselves that 
they may want tooth paste or tooth powder or some- 
thing else foreign to our line.” ‘Well, I can get free 





goods for my window and my window is worth money.” 
We pass him and about ten days later we will get a 
postal card bursting with rage because we haven’t given 
him a window display. So we arrange to have a win- 
dow display sent to him and put in. 

Our experience also shows sending out of the dis- 
play promiscuously is a big mistake, because where you 
spend a great deal of money in getting a real attractive 
display and you go to a great deal of trouble in having 
the job well done, well packed, and then send them out 
and have them put in a cellar, it is money thrown away. 
The only real results that you can get out of window 
displays is when you spend a great deal of money in 
having a display prepared to spend an additional sum 
and have it properly placed in the window. If you 
want a certain amount of crepe paper to show off the 
display, a lot of dealers demand the crepe paper, and 
others don’t want it. Those are all problems that have 
to be treated individually. 

The selling value of the display is a topic that has 
been discussed pro and con, but it has a great sales 
value. Of course, it must be backed up with some 
other form of advertising, whether it be newspaper, 
magazine, samples or other detail work. 

Now, the tie-up of these displays: After we receive a 
notice that a display has been installed in a retail dealer’s 
wtndow, that card comes to us or letter advising us that the 
display has been checked by. our own salesman and he com- 
ments whether it is good, bad or indifferent. Then we take 
it up with the retailer and ask him if he is satisfied with the 
display, what additional material we can send him for dis- 
tribution, or what additional material we can send him for 
counter displays. 

In a great many cases after our display is taken out of 
the window, it is a little trick of the salesman himself sug- 
gesting to the dealer: “Use part of this display to stick it 
up over your telephone booth; some of the smaller cards you 
can put on the counter,” and in that way you get an added 
showing. I have seen some of our displays in the window 
three weeks, four weeks, and,even beyond that time. I re- 
cently completed a trip out west, where I had been there 
about two months prior, and the same display was in the 
window. I asked the dealer if he wouldn’t take it out 
and put something else in there, or we would: send him a 
clean one, because the flies had been very busy. 

- An important question, I believe, is the use of mer- 
chandise in connection with the display. We try to keep 
away from that and we send them special boxes prepared 
for display purposes, reproductions of our package, and it 
is distinctly marked for display purpose only, so that it 
avoids a lot of trouble with the jobber in getting damaged 
goods returned, and the damaged goods are due mainly to 
displaying the merchandise in the window. The package 
becomes soiled, the sun burns out the color, and we don't 
want them to sell goods of our manufacture unless they 
are in perfect condition. 

The Question of Salvaging Displays —It all depends, of 
course, on how the proposition is handled. Some years ago 
we tried an experiment and put out a display that was a 


‘ beautiful painting. It was an expensive proposition and we 
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The Strategy Behind Ex-Lax Displays 
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took about ten of them and put them out and checked up, 
had a number on every display and checked up the number 
of users that we had from that display and the resistance in 
getting it back from the dealer and just how he felt about it. 
Qn the use of the display we had an average of about eight 
to ten. They would run about eight as a fair amount for 
each one of those displays. The dealers didn’t like to give 
them up because we took them out of their windows at odd 
times and we would send for that display three or four times 
before we actually got it back. 


We made up our mind that that was a proposition we 
wanted to stay off entirely because it is too costly to send 
for that display half a dozen times and get the ill-will of 
the dealer and have him say, “What’s the matter; are you 
afraid I won’t give it back to you?” or words to that effect. 


Business Resulting from the Use of the Display —Of course, 
we don’t say that display alone has built up the immense 
amount of business that we have. We do sample work and 
we adapt that condition to the different parts of the country 
and just what product we are featuring, but the displays 
have a great big influence in reminding the cons:mers that, 
“Here is the store that carries the goods that you have seen 
or have read about in the advertising or someone has told 
you about.” It is a reminder that “here is the product and 
here is what you can buy.” We work on the principle that 
the display doesn’t sell our goods alone, but it brings cus- 
tomers into the store to buy other goods. Dealers have re- 
ported instances where people have come up, and during the 
period that the display is in the window they have increased 
their business 25, 30 or 40 per cent. After the display goes 
out of the window it still shows an increase, but it begins 
to drop a little bit, although repeating business, as the result 
of a real, nice-looking window, is very fair. Where the 
dealer puts in the window himself and uses merely part of 
the display, you don’t notice any increase in business at all. 
It is just part of a lot of other stuff in the window. 


The inspection of a display and the satisfaction of a 
dealer is a very important thing and everything depends on 
the man that calls on him. We like to have our own sales- 
man go in there and ask him if he is satisfied with the dis- 
play, if the men took care of it properly, if he wants another 
display at some time in the future, and, if possible, to get 
him to re-use that same display in probably not as elaborate 
a manner, but putting in at least two or three of the parts 
so as to keep that display working. 


I don’t know of any other question except the point of 
planning this display. We figure that we are going to work 
a city at a given time. Our men will be in that city about 
a given time. We arrange for the displays to all be in there 
at one time and we don’t limit ourselves as to the number of 
displays that we want to get in each city. We want to get 
every drug store possible ,and where we go into large cities 
we concentrate our display work in one locality at a time. 
In other words, if we are going to work up Madison Avenue 
we will stick right to Madison Avenue and cover that and 
all the adjacent points around it because that gets a great 
deal better results and makes a great deal better showing 
than putting the displays in all four parts of the city at one 
time. 





SCHNIEWIND HEADS SILK ASSOCIATION 


H. Schniewind, Jr., president of the Susquehanna Silk 
Mills, was elected president of the Silk Association of Amer- 
Ica, Inc., at the annual meeting of the board of managers, 
March 24, at New York. Mr. Schniewind, who succeeds 
George A. Post, was association vice-president from 1910 to 
1920, and a member of the board from 1908 to 1923, to which 
office he was again elected in 1924. The vice-presidents were 
returned to office, as was also the fifth member of the execu- 
tive committee. These are in the order named: E. J. Stehli, 
Robert J. F. Schwarzenbach, Albert Forsch and H. Morton 
Merriman, Eight members of the board to succeed those 
whose terms expire were elected according to the recom- 
mendations of the nominating committee as follows: Albert 
Forsch Thomas B. Hill, C. Muller, Lionel F. Straus, H. 
Schniewind, Jr., E. J. Stehli, A. D. Walker and M. K. Yorks. 
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Effective Lighting 
Means. Successful 
Window Displays! 


BEAUTIFUL 6‘settings—carefully 
thought-out merchandise arrangement 
—skillfully determined harmony, and 
good taste in Window Displays, express 
themselves fully only when they are 
effectively and efficiently lighted. 


SUCCESSFUL window displays are, 
therefore, very largely a matter of 
LIGHTING. The better the lighting 
the greater the success. To attract the 
public and create a desire to buy what 
GOOD LIGHTING has so impres- 
sively displayed, is the true mission of 
the successful show window. 


Sterling Reflectors 
enable Display Men to 
get more results out of 
their windows — and 
merchants to get more 
action in their stores. 


Reflector & Illuminating Co. 


Representatives in All Principal Cities 


1403 Jackson Blvd. Chicago, U. S. A. 
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Making a Cotton Sale a Patriotic Move 


The Need for Bracing ‘U pb Southern Agriculture by Generous Buying 
of Cotton Wares Helps Promote a Result-Getting Sale 


By CHARLES L. FRANCOVICH 
Display Manager, Wolf & Dessauer, Fort Wayne, Ind. 


ND Cotton Shall Be 

King Again.” With 

this slogan at the 

mast of our adver- 

tising and the same 

spirit prevailing in our windows, 

Wolf & Dessauer opened Feb- 

ruary with a “Cotton Goods 

Sale,” which aroused a great 
deal of interest. 

Our printed appeals to the 
public embraced much of a pa- 
triotic summons to support of 
a national asset. In a seven- 
column spread under the domi- 
nating caption -recited above, 
our advertising writers went 
into the recent cotton debacle 
showing its effects upon the 
South. 

“We all know the recent story 
of cotton too well to dwell upon 
it here,” they said. “We know how the price has 
gradually lowered until the past season a bumper 
crop has forced it down to such a low level that 
serious consequences face a big section of our south- 
land, menacing not only the growers of cotton, but 
the cotton mills as well. 

“Cotton has always been a very important factor in 





Three Panels Feature This Scarf Window—These Were Covered With Black Oilcloth 
Contrasting Strongly With the White Neckwear 


A Shadow Box Lined With Red Velvet With a Lace Covering Sprinkled With Red 
Hearts Turned This Window Into a Valentine 





American prosperity, even during the War of Inde- 
pendence. We dare not let it fail now. In an effort to 
bring cotton back as king again, Wolf & Dessauer in- 
augurate Cotton Week, during which delightful cotton 
fabrics, charming dresses for home wear, children’s 
dresses, lingerie and cotton goods of every nature will 
be featured. Many special purchases have been made 
in order that the values would 
be most outstanding. You re- 
member the slogan during the 
- World War, ‘Buy a Bale?’ It’s 
just as important to buy cotton 
now as then.” 

To cap the appeal, a scrolled 
etching of a letter from Clifford 
Walker, governor of Georgia, 
lauding the enterprise, was in- 
troduced in a central position. 
In this Governor Walker de- 
clared the South’s appreciation 
of the nation’s awakening to the 
plight of the cotton farmers and 
their need for fair treatment. 
“As someone else has said,” he 
declared, “the nation cannot re- 
main economically sound.or safe 
as long as one-half of the people 
of the nation are prosperous and 
the other half is decaying from 
an unsound economic condition. 


(Continued on page 49) 
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The above background was designed and produced by The Gibbs Sign Company, for the ELAINE SHOP, Jackson, Michigan. 
All cut-out work was done with the Cutawl. 


“For Backgrounds, Theatre Displays and in 
101 other uses, our Cutawl is a big Success”’ 


Writes the Designer of the above Background 


Display Managers, Commercial Sign, Poster and Window Background 
Specialists everywhere are now doing all the hard cut-out. work by 
machine instead of by hand. Thanks to the CUTAWL it is no longer 
necessary to slowly and tediously cut background designs with a scroll 
or jig-saw. Thanks to the Cutawl there is now a real joy to be found 
in creating original designs, because production is now a mere mechanical 
detail instead of a problem. 


Imagine a machine that does all the work you formerly spent many 
long hours upon—A machine operated by a motor, operated from any 
electric light socket and as easy to control as an ordinary sewing ma- 
chine—and you have a mental picture of the amazing Cutawl. No single 
unit of equipment you can buy for your studio or workroom will con- 
tribute more in labor-saving or production costs than will the Cutawl. 
It makes no difference how simple or intricate the design, this machine 


will cut. it out of wall board, cardboard, felt, leather, paper or tissue 
better and in less time than by any other method. 


Try the Cutawl on Some of Your 
Own Work on a 15-Day Free Trial 


Try it out on something hard to do. Use it for 15 days. Let it help you out on some of your 
new background designs for this spring season. We know of no easier way of demonstrating 
the everyday value of the Cutawl to your individual needs than this. Simply address: 


THE INTERNATIONAL REGISTER COMPANY 
13 South Throop Street, Chicago 


. 
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The Significance of “Window Week” 


It Constitutes an Opportunity for the Advertising Clubs to Get Nearer 
to the Merchant—It Builds Business During Off Season 


By C. C. AGATE 


Managing Director, Window Display Advertising Association, New York 


An Address Delivered to the Window Display Group of the New + adel Advertising Club 
Meeting in Conjunction with the W. D. A. 





What It Is——National Window Display Week is a 
spring merchandising event and window contest, offered 
to all cities and towns that will participate to increase 
sales, the prestige of local merchants, and to interest the 
public in window display’ as an important form of ad- 
vertising. 

It is planned to invite all of the retailers in these cities 
and towns to participate by arranging special window and 
store displays, by featuring the week in their advertising, 
and to assist in other ways, making it a community get- 
together to stimulate a spirit of good-will, increased con- 
fidence and patronage. 

When It Is—All merchants are invited to participate 
in Window Display Week during the week of May 16 to 
21, inclusive. 

Why You Should Hold Window Display Week—The 
week of May 16-21 is an in-between season in many sec- 
tions too late to show spring goods and too early to 
feature summer goods. Normally there is ‘nothing much 
at this period to tie to. 

Following Easter by a month, Window Display Week 
also offers a legitimate occasion for featuring merchan- 
dise that could not be shown in the pre-Easter sales.’ In 





FACTS ABOUT “WINDOW DISPLAY WEEK” AND ITS OBJECTIVES | 


other words, coming at a time when there is nothing much 
to tie up with, Window Display Week gives a legitimate 
reason for securing the interest of the public in the goods 
which your merchants have for sale. 


Through cooperative advertising, special events and 
entertainment features, great numbers of people, particu- 
larly from the surrounding territory, can be brought to 
the shopping areas for a week of entertainment, education 
and buying. It gives your merchants a chance to present 
their stores under the best possible conditions, and it 
creates a receptive mood for the merchandise displayed 
for many who might otherwise not get to town. It 
emphasizes the value of the “trade-at-home” policy. 


A handbook of directions and suggestions for the 
guidance of advertising clubs, merchants’ associations, 
boards of trade, business associations, Rotary clubs, 
Kiwanis clubs, Lion clubs, display men’s associations and 
other bodies interested in local tie-ups with the Window 
Display Advertising Association’s program has just been 
issued and will be mailed to interested applicants. Ad- 
dress the Window Display Advertising Association, 8 
West Forty-seventh Street, New York City. 








INDOW Display Week is the contribution 
which the W. D. A. A. is making to the 
general plan of the International Asso- 
ciation to try and tell business men, and, 
to some extent, the consumers of this 

country, the part that merchandising plays in the gen- 
eral distribution scheme. To be specific, each of the 
different departments of the International are having 
an opportunity to go before the advertising clubs 
throughout the country and tell their story. On 
May 16 the Window Display Association is planning, 
through the various advertising clubs and then in co- 
operation with the chambers of commerce, boards of 
trade, Kiwanis, Lions, exchange, and the rest of those 
business men’s associations—through that body of busi- 
ness organizations in various towns to put on Window 
Display Week. 

Window Display Week will be a merchandising 
week in that particular town which agrees to cooper- 
ate, and we have at the present time about one hun- 
dred towns that have agreed to cooperate. It will be 
a merchandising event, the central point of interest 
of which will be a window contest between the mer- 
chants of that town. In other words, all the hard- 
ware merchants and all the drug merchants and other 
kind of merchants will be invited to put on a special 
window display for that week. These merchants will 
be invited to use their own newspaper advertising to 
feature this. We are going to put out a handbook to 


tell these towns how to run this thing and put every- 
thing in the handbook we can think of. 





We are going to suggest the organization and we 
are going to suggest a contest. We are going to make 
suggestions as to who should judge the contest and 
ways and means for the people in the outying towns 
to come in and ways and means of entertainment. 
We are going to suggest various days which the stores 
can run—like Home Improvement Day—when they 
will have an opportuity to sell more labor-having de- 
vices and decorations and things of that kind for the 
home. We want to make this Window Display Week 
a real merchandising event. We realize that the big 
cities will not participate, but many of the medium- 
sized and small towns will. 

The advantages of this are several. In the first 
place, Window Display Week will give an opportunity 
to the advertising clubs to get closer to the merchants 
of their town. That in turn reflects back and offers 
the advertising club an opportunity to gain more 
members because of the good-will they have built up. 
That to us is incidental, but it is important. 

What comes closer to us is this fact—that it offers 
an opportunity to the national advertiser to tie up his 
window display plans with this contest that is going 
on in town. In other words, if a national advertiser 
can tie up his national advertising, can tie up his 
newspaper advertising in that town with window dis- 
plays at the same time, you get a splendid coordina- 
tion; and if, as a result of that, the merchant wins a 
prize in the particular group in which he is, naturally 
he is going to have a whole lot of good feeling for 
the manufacturer. And, incidentally, if he gets his 
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wiidow display in the week when this merchandising 
event is staged, naturally he is going to sell more mer- 
chandise. And that will make the merchant and the 
national advertiser feel happier. 

So we have got a real contribution to make, and 
not the least of all the benefits behind all this is the 
fact that it will make people in that town conscious 
of windows for several weeks. Following the contest, 
if John Jones down here has won a prize in the con- 
test, naturally people are going to think the following 
week, “I wonder what John Jones has got in his win- 
dow this week. He won a prize and has set a pretty 
high standard for window display and must have 
something pretty good.” If the Window Display 
Association can make the people of the country and 
these towns think in terms of window displays, we 
have really contributed something to the national ad- 
vertiser. 

May 16, I repeat the date, is Window Display 
Week. It has the support of the International Asso- 
ciation, which is going to put this event over with 
our help, and I recommend earnestly to you that you 
consider the preparation of display material that will 
coordinate with national advertising during that time. 


About three hundred and seventy cities in the 
country have advertising clubs. The International 
Association is circularizing them, has already sent 
out a bulletin to all the clubs to participate. We are 
not going to limit it to three hundred.and seventy 
cities. We are getting the message of this across to 
other cities which do not have advertising clubs. 


We are going to recommend to the boards of trade 
and merchants’ associations in those towns as well 
that they come in on this, because the more towns we 
can get interested, naturally the greater benefit to the 
national advertiser. 
one hundred towns to “play ball” with us on this. 
Think of the mass of publicity and information, be- 
cause we are going to try to get some concrete in- 
formation on sales results if we can, and a lot of inter- 
esting exhibits which we can use next fall or spring to 
tun a similar event. Certainly we will have started 
somehting that will have a real benefit to the national 
advertisers, and that, I think, is perhaps the biggest 
thing that the Window Display Association is planning 
for this year. 





INQUIRY UNCOVERS MERCHANTS’ VIEWS 


“What aids furnished by jobbers or manufacturers do 
you use in stimulating trade?” was a qpestion recently asked 
by the “Stimulator”. of the Chicago Tribune. 

Harry Ramos, grocer, of West Madison Street, said: “The 
window displays are one,of the greatest helps. At times we 
have a Chase & Sanborn display in one of our windows. We 
can use practically all the signs the manufacturers send us. 
A store without signs is very unattractive. I believe the 
free deal is good for retailers whe can use the extra mer- 
chandise.” 

Herman Schlachet, druggist, of West Madison Street, 
stated: “Much of the material supplied by manufacturers 
1s of no benefit. If a display is artistic it can be used. If it 
is cheaply prepared, it is useless. We make use of many 
displays sent by manufacturers, such as Ipana, Colgate, and 
others. I think the free deal is detrimental to business. but 
I am not opposed to cut rates.” 


Suppose, however, we only get’ 
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SAVE MONEY! 


We will make your 
old faded velours, 
silk or other mate- 
rials you have used 
for window decora- 
tions into 


New Materials 


We dye it any shade you 
want, even black to light. 


Guaranteed Approved 
German Method 








Herzberg’s Fine Art Dyeing, Inc. 
531 E. 8th St. Brooklyn, N.Y. 


WINDSOR 4476—WINDSOR 5738 





























Don’t Be Misled 
Insist on the Best 























5 Featuring Beautiful and Effective 


PASTEL SHADES 


In Various Materials for 


SPRING DISPLAYS 
MAH ARAM 
_ ORIGINAL AND UNUSUAL 
Display F'abrics 
Manufactured at Our Own Mills 


Now you can buy your window display fabrics in any quantity 
direct from the manufacturer, offering a wide range of superior 
fabrics in effective colors at prices that will astonish you. 


WRITE FOR SAMPLES AND SUGGESTIONS 


MAHARAM TEXTILE CO. 


107 West 48th St. New York City 
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Takes Public Into His Confidence 


Advertising and Display Supervisor of West Virginia Store Seizes on 
Opening as Time to Reveal Intricacies of His Work 


OUNDED in 1906 as a shoe store and 
broadened eleven years later into a depart- 
ment store, “The Diamond,” Charleston, 
W. Va., has just moved into an elaborate 
new structure in which all of the requisites 

of modern merchandising establishments are embodied. 
Capitalizing the value of a wide strip of frontage, show 
windows of the latest type have been installed and a 
competent window manager in the person of Tom E. 
Lynn called to preside over them. 

In the scheme of operation under which the Dia- 


EXAMPLES OF THE DIAMOND’S OPENING DISPLAYS—Display Manager Lynn’s 
Sense of Proportion and Arrangement Is Aptly Illustrated by These Showings of endeavor. 
Furniture, Millinery, Hose and Dresses 





mond is handled, the display department hooks up with 
advertising and is under the supervision of the adver- 
tising department. This does not hedge the authority 
of the department manager as regards his choice of 
decorations nor display creations, but makes the win- 
dow a cog in the advertising machinery, constituting but 
one of the several media employed. by the store to com- 
mand public attention. 

Opening of the new building gave the advertising 
force a chance to explain their part in store life to 


excellent advantage and the stress laid upon windows . 


in this explanation demonstrated 
with what interest the Diamond 
management regard their dis- 
plays. 
After commenting on the 
mode of preparing newspaper 
advertising, Manager Edwin H. 
Bowen launched into an interest- 
ing discussion of the display de- 
partment and its technique. 
“The advertising and display 
workshop of the ‘New and 
Greater Diamond’ is well worth 
a visit,” he asserts. “One will 
find many strange mechanical de- 
vices in operation. Much of the 
window. scenery and decorations 
is cut out of beaver-board. There 
are many designs to be manu- 
factured, painted and otherwise 
decorated. The corps of artisans 
work under the direction of the 
head displayman, who maps out 
the plan of decorations for each 
display window. The department 
is a great workshop, and while 
the visitor will see only the utmost 
disorder, the workers are pro- 
ceeding along well-planned lines. 
“These designers are versed 
in the decorative art. They know 
all about window lighting and the 
effects to be obtained through the 
skillful use of shaded and colored 
electric lamps of many hues and 
degrees of intensity. They know 
just what sort of lighting to use 
in conjunction with a display of 
winter coats and what is required 
for a proper showing of spring 
styles—quite different, though the 
casual observer who looks into 
the window may not at all real- 
ize it. 
“It is an ever-changing line of 
Continually display 
(Continued on page 53) 
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The New Home of Schack’s 


Studio and Salesroom 
AFTER MAY 1, 1927 
Over 15,000 Square Feet of Display Space 


















134-140 N. Robey St., 134-140 N. Robey St., 
Chicago Chicago 


Our Factory, Studio and Salesroom All 
Under One Roof, Occupying Over 
50,000 Square Feet 


In moving our Studio and Salesroom from 63 E. Adams Street to 
our main factory building, you are assured of larger space—Better 
Display Facilities and Concentrated Service. Be sure and visit our 
new Studio and Salesroom after May Ist, located at 134 North 
Robey Street, Chicago. 











wees HOW TO REACH OUR NEW STUDIO AND SALESROOM seu, 


By Elevated—Take Lake Street-Oak Park local elevated train at any 
station in the Loop. Get off at Robey Street Station, walk one-half block south 
to salesroom, main floor entrance. Time, twelve minutes. 


By Auto or Taxi—From the Loop take Washington Boulevard straight 
west to Robey Street, turn right one block to salesroom, main floor entrance. 
Time, about fifteen minutes. 








Schack Artificial Flower Co. 


134-140 N. Robey Street Chicago, IIl. 
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How Moriarity Pharmacy, Hudson Falls, N. Y., Uses Unique Goodrich Material to Brighten Its Windows 


The Objectives of Goodrich Display 


- How This Rubber Manufacturer Uses Window Material to Support 
the Efforts of Distributors—Effect on Sale of Sundries 


By R. T. HARPER 


UR policy is and always has been to serve 
the retailer through wholesale houses. Dur- 
ing the past eight-years or so, our distribut- 
ing efforts have been concentrated on a 
number of strategic points throughout the 

country. By this means we are able to reach practically 

all of the retail stores that are or can be solicited and 
sold by the wholesale trade. 

When this distributing plan was adopted we imme- 
diately recognized the necessity of furnishing merchan- 
dising aids, including window displays. At first our 
efforts were directed along conventional lines, but the 
idea has been enlarged greatly, so that today we are 
furnishing rather unique displays and are pleased to 
know that they have had wide circulation. We believe 
in striking effects, which can be brought out by multi- 
colors and by design. 

As stated above, our merchandise is distributed ex- 
clusively by our wholesale connections, but we ourselves 
attend to sending out the merchandising aids. Our dis- 
tributors notify us of the accounts they are able to line 
up on “Goodrich,” and, following a set program that is 
decided upon each year, we send the advertising material 
at the proper time. A letter goes with it directed to the 
retailer, and it is then up to him to make use of it. 
Beyond that, unfortunately, there is no contact except 
through the wholesaler’s salesmen, and all we can say is 
that we feel sure that the majority of the druggists do 
display our material. There is no way to check that up 
absolutely, nor to determine the immediate effects of 
the advertising. We do know that our rubber sundries 
business has been growing, and naturally we lay it, in 
large part, to the effective aids that we have given. 





Sundries Sales Department, B. F. Goodrich Rubber Co., Akron, O. 


There may be a way to obtain 100 per cent display 
of our material, and that is the problem we are trying 
to solve. We prefer to handle this ourselves rather than 
through paid agencies, and then depend upon the drug- 
gist to use the material. He will if he realizes the im- 
portance of modern merchandising methods. It is a 
sales problem for us and our distributors. It is ques- 
tionable if the paid agencies could obtain any greater 
distribution, because they naturally depend upon a cer- 
tain clientele that pays for the service. 


Several wholesale druggists have installed window 
display service, which is very helpful, and undoubtedly 
this will go a long way toward accomplishing the de- 
sired results. A's a matter of fact, wholesalers in every 
line are becoming more and more a sales factor in addi- 
tion to their warehouse service, and it really is incum- 
bent upon them to see that the national lines they carry 
are pushed to the fullest extent in their respective terri- 
tories. They can do not better than to see to it that the 
selling helps furnished by manufacturers are used effec- 
tively. It is a study for each local organization. 


A means of diminishing dealer resistance to installa- 
tions? There is resistance, no doubt, because a good 
many dealers do not realize the importance of display. 
Then, too, the average druggist receives vast quantities 
of printed material, a large part of which is mediocre 
in character, and he is likely to overlook the good stuff 
unless his attention is particularly called to it. 


It seems only reasonable to assume in our own.casé, 
that the valuable assistance which our displays yield 
in giving interest to goods ordinarily hard to window 
is a worth-while factor in diminishing resistance. 
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KOESTER STUDENTS 


WIN MAJOR PRIZES IN 


DeVilbiss Display Contest 





Koester Students Win Three Major Prizes in the 
De Vilbiss 1926 Window Display Contest 


First Prize, $100.00 Cash 
Won by Leslie D. Slack with Wurzburg D. G. Co., Grand Rapids, Mich. 


Third Prize, $50.00 Cash 


Won by Ellis P. Lavin with Yowell-Drew Co., Orlando, Florida 


Fifth Prize, $10.00 Cash 


Won by James Chang with Benson Smith & Co., Ltd., Honolulu, Hawaii 


Pictured above is the first prize window by Mr. Leslie Slack, a truly exquisite 
window for the display of perfume containers and sprays. This is also an 
example of what expert training means in window work. 


Another high light of this contest was the winning of a prize of one of our 
graduates, Mr. James Chang, of Honolulu. 


This contest was held by The De Vilbiss Co., of Toledo, Ohio, makers of per- 
fume and medicinal sprays. $750.00 was distributed in prizes. 


Win Out in Your Work 
By Studying Window Display Advertising and Card Writing at the 


KOESTER SCHOOL 


314 S. Franklin St., CHICAGO 
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Quality Windows Mark Hoover Week 


1 926 Display Contest Eclipses All of Its Predecessors in Number of 
Entries and the Standards of Arrangement 


By LLOYD C. MERRIMAN 
Editor, Sales Publications, The Hoover Co., North Canton, O. 


OOVER Week,” an annual event for the 
past seven years reached its greatest extent 
last December when the distributors of 
Hoover cleaners decked their windows for 
the recurring competition. With a greater 

number of entries than in any previous contest and with 
a standard of displays that rose perceptibly above pre- 
vious years, the 1926 week set a new high mark in 
Hoover history. 

Each year Hoover Week contests have surpassed 
the previous year’s record both in the number of dealers 
competing and in the quality of the windows entered. 
The one just ended marks the greatest forward step 
of any year and must be looked on as the outstanding 
event of its kind in Hoover history. 

First prize, $100.00, was captured by the northwest 
coast with the splendid display erected by Cy. Hawver, 
display manager for Tull & Gibbs, Spokane, Wash. 
Mr. Hawver entered an unusual display. 


Above, Entry of Leslie Slack, Display Manager, 
Wurzburg Dry Goods Co., Grand Rapids, Mich., 
Which Won $50. Below, V. E. Shepherd’s 
Second Prize Winner 










Closely pressing the first prize winner was the 
display erected by V. E. Shepherd, of the Central 
Hudson Gas & Electric Co., of Poughkeepsie, N. Y. 
Mr. Shepherd, a prize winner in several previous con- 
tests, took second prize, $85.00. 

The $70.00 third prize goes to J. U. Berry, Valley 
Electrical Supply.Co., Fresno, Cal., also a familiar 
entrant in Hoover contests. 

The five $50.00 prizes were awarded to the Daniels 
& Fisher Stores, Denver, Colo.; East St. Louis Light & 
Power Co., East St. Louis, Tll.: The Home Store, 
Crestline, Ohio; the Orchard & Wilhelm Co., Omaha, 
Neb., and the Wurzburger Dry Goods Co., Grand 
Rapids, Mich. 

Four $25.00 prizes were given to the Bartlesville, 
Gas & Electric Co., A. I. Namm & Son, Brooklyn, N. 
Y., Public Service Electric & Gas Co., Plainfield, N. J., 
and the Summer Co., Moncton, N. B., Canada. 
(Continued on page 69) 

















Above, Cy Hawver’s Grand Prize Window for Tull 
& Gibbs, Spokane, Wash. Below, $50 Prize Winner 
Instailed by the East St. Louis Light & Power Co.,, 
East St. Louis, Ill. 
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“Tl Dont Like “Em” 


said the display manager 


“But They Sell Goods 


---and that’s the answer!’ 


No, sir, no matter how you consider the idea of tucking 
outside display cases into unused but valuable space in 
front of the store or in vestibules, from an artistic view- 
point —you can’t get away from the fact that they sell 
merchandise. And that’s the target you're shooting at. 


As case makers to progressive merchants for sixty-two 
years, the Detroit Show Case Company naturally in- 
cludes in its famous ‘‘Silent Salesman” line a goodly 
range of stock models in Outside Display Cases, and 
also builds to order in all sizes and shapes. 


“Silent Salesman’’ Outside Display Cases provide you 
with the means of cashing in on outside frontage that is 
going to waste; often they more than pay for them- 
selves the first year of their long lifetime of beauty and 
usefulness. 


“Silent Salesman” quality construction assures you 
satisfaction in every way. For instance, the bases of our 
outside cases are made of heavy angle iron framework, 
eliminating the possibility of rotting or swelling out of 
shape from moisture. 


But you need a catalogue to help decide what profitable 
use you can make of these merchandising tools. The 
coupon will bring it. 


DETROIT SHOW CASE COMPANY 
1672 Fort St., West Detroit, Michigan 





DISPLAY CASES 


“Buying a cheap show case to save _, 
is like stopping the clock to save time”’ 





No. 57-K, made 
in four sizes, 
has an 18-inch 
marble base. 
Plate glass 
with cemented 
joints. Hard- 
wood floor and 
ceiling. Door 
at rear to lock. 
Copper cornice. 
Metal roof with 
ventilator. 


No. 57-K ‘ 
. J MAIL 


a 
- 
/ DETROIT SHOW 
Pg CASE CO., 
¢ 1672 Fort St., West, 
Py Detroit 
Please send, without ob- 
ligation, details and prices 


of your ‘Silent Salesman” 
Outside Display Cases. 
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MERCHANDISING CONFERENCE DISPLAYS INSTALLED BY DETROIT CLUB 


The Detroit Display Men’s Club played a prominent part in the First Better Merchandising Conference Held by Detroit 

wholesalers on March 8, 9 and 10. At the request of the conference manager, the club installed a number of displays 

covering a variety of subjects, using real windows in the demonstrations.| The illustrations embrace: Top left, hardware 

by ‘A. J. Brewster, T. B. Rayl Co.; top right, cigars, H. T. Corbin, Central Cigar Stores; center left, shoes, F. E. White- 

lam, R. H. Fyfe Shoe Co.; center right, drugs, Charles Ely, free lance displayman; lower left, shirts, C. E. Betteridge, 
free lance displayman; lower right, hosiery, M. F. Long, S. S. Kresge Co. 
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Club Exalts Display at Retail Parley 


Detroit Association Reveals Power of Window Advertising Through 
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Demonstrations Staged at Merchandising Conference 


By LOTHAR F. DITTMAR 
Display Manager, Ernest Kern Co., Detroit, Mich. 


HE Display Club of Detroit recently played 
a prominent part in the success of the 
first Better Merchandising Conference 
and Exposition which was held in the 
new Masonic Auditorium, Detroit, on 
March 8, 9 and 10. 

The purpose of this exposition was to impress 
upon the retail merchants of Michigan, Ohio, and the 
northern part of Indiana that Detroit must not be re- 
garded only as the center of the automobile industry, 
but must also be recognized as a city that is important 
for its wholesale dry goods and general merchandise 
houses. 

The result of the conference, however, was not 
only to bring to the visiting retailers a better under- 
standing of the wholesale merchandise facilities of 
Detroit, but to awaken the local wholesalers themselves 
to the fact that Detroit possesses an efficient, progressive 
body of displaymen whose efforts contribute in no small 
measure to the success of manufacturers. 

Cooperation of the Detroit Club was first sought by 
Charles W. Collier, secretary of the conference early 
in January. At our instance, the wholesalers prepared 
a list of demonstrations that they considered most prac- 
tical for the retailers. 

The demonstrations were made in three actual 
show windows erected upon the stage of the audi- 
torium. Handsome caen stone backgrounds, painted 
in neutral shades, which were recently taken from the 
store windows of the Ernest Kern Co., added consider- 
ably to the effect of the displays. 

The displays themselves were the work of some 
of Detroit’s leading window decorators, and included 
men’s wear, women’s shoes, hosiery, yard goods, mu- 
sical instruments and radios, hardware, drugs and 
sundries and cigars and stationery. After the demon- 
strations the writer gave a brief talk on the displays, 
explaining the methods used in making show win- 
dows produce the best results and the most. effective 
treatment of merchandise and fixtures. I also spoke 
on the need of window decoration specialists in firms 
who sell display fixtures. 

The Detroit Creamery and the Arctic Ice Cream 
Co. also gave demonstrations in two specially con- 
structed show windows. L. E. Hannan, of the Detroit 
Creamery, assisted by a representative of the Denni- 
son Manufacturing Co., gave an interesting demon- 
stration of the use of crepe paper in decorating win- 
dows devoted to the use of groceries and other food 
Products. 

While the demonstrations of merchandise were 
undertaken by the Display Club of Detroit solely in 
the interests of the local merchants, there is no doubt 
that they also aroused in those present a keener ap- 


preciation of what successful show window decora- 
tion means, both to the retailer and to the manufac- 
turer, and that their efforts on this occasion reflected 
to the credit of the display profession as a whole. 
The first demonstrations came at four o’clock on 





BETTER MERCHANDISING CONFERENCE 
AND EXPOSITION 
909 Polk Directory Building 
DETROIT ; 
March 14, 1927 

Mr. Lothar F. Dittmar, 

Window Display Men’s Club, 

Detroit, Mich. 

Dear Mr. Dittmar: 

I just want to take this opportunity to compliment 
you and your splendid organization, the Window Dis- 
play Men’s Club, for the work done in making our 
affair the big success it was considered to be. 

You had a hard and trying job and went through 
with it in finest fashion. 

I hope that in the future we may also be able to 
work out a plan of cooperation equally as satisfactory. 
Please extend our congratulations to all your good 
associates, and particularly to Mr. Weaver, your presi- 
dent. Cordially yours, 

CHAS. W. COLLIER, 
Manager-Secretary. 











A Letter of Commendation Tendered the Club by the 
Conference Manager 

March 8, consisting of two grocery displays illus- 
trating faulty style, by L. E. Hannan, Detroit Creamery 
Co.; men’s clothing, T. A. Brown, King-Blair Co., 
assisted by H. W. Weaver, F. G. Clayton Co.; yard 
goods display, Palmer Wert, Bedell’s, assisted by C. 
E. Westrick, Ernst Kern Co.; radio and musical in- 
strument display, T. J. McCormack, Peoples Out- 
fitting Co., assisted by R. R .Stevens, Michigan Bell 
Telephone Co. Discussions of the display principles 
involved were conducted by H. A. Cook, of the Elec- 
trical Extension Bureau and the writer. 

The following morning at 11:30 came another 
series of windows, and again I was pressed into serv- 
ice for explanations. These displays covered two 
grocery displays correcting faulty windows, by L. E. 
Hannan, Detroit Creamery Co.; hosiery, M. F. Long, 
S. S. Kresge Co., assisted by E. N. McKegg, Ernest 
Kern Co.; drugs, Charles W. Ely, free lance window 
trimmer, assisted by T. Bellaire, of Himelhoch Bros. & 
Co. ; hardware, A. J. Brewster, T. B. Rayl Company. 

The third and last group were installed on March 
10, when the subjects demonstrated were: Cigars and 
stationery, H. T. Corbin, Central Cigar Stores, assisted 
by C. A. Betteridge, free lance window trimmer ; drugs 
and sundries, L. E. Hannan, Detroit Creamery Co., and 
R. L. Barie, Arctic Dairy Products Co.; women’s shoes, 
F. E. Whitelam, R. H. Fyfe & Co., assisted by M. J. 
Gundick, Newcomb-Endicott Company. 
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A Display Club that is Epoch-Making 


Los Angeles Drug and Grocery Window Advertisers Are Making 
History With First Association Devoted Purely to This Field 


By EDWARD H. SINEY 


Secretary, Los Angeles Window Display Advertising Association 


EMONSTRATING the wisdom of its 
founders and the foresight which caused 


them to appraise its possibilities correctly, 


the new Los Angeles Window Display 

Association is making progress and blaz- 
ing the trail for national advertisers’ representatives 
and window installation men’s bodies. 

While the retail displaymen have long known the 
value which attaches to occasional conferences and 
demonstrations, the window forces of the great adver- 
tisers and the salesmen for distributing organizations 











which lay stress upon their window material have 
been left to their own devices. This has meant for 
them long and laborious pioneering in which experi- 
ence has been a dear teacher. Save for those men 
who have graduated from the retail field, carrying 
with them the lessons of their experience behind the 
plate glass, the window advertisers have been self- 
taught, and, in many instances, badly taught. That 
this branch of window publicity is now beginning to 
align itself with the more artistic forms of display 
heretofore associated with the department stores and 





LOS ANGELES ASSOCIATION WINDOWS—At the top are demonstrations installed for the meeting on February 25. 
The left is by Donald D. Kastner, of the California Fruit Growers’ Exchange staff; the right is by Harry D. Johnston, 
display manager, Los Angeles Soap Co.; the left center is a display by H. Eversole, window manager for the Cheek-Neal 


Co.; right center is a chain store installation by E. H. Siney, United Window Display Service & Sales Co. 


The two 


lower pictures cover a grocery interior and a booth display arranged by H. Eversole for the Cheek-Neal Co. 
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specialty shops, bringing to showings blatant with 
lithography the redeeming relief of decoratives and 
accessories that dispel the appearance of crudity, is 

a tribute to these men. 

In Los Angeles, windowmen in the grocery and 
drug fields, including many installation men as well 
as decorators traveling from town to town and in- 
stalling high-grade showings for regional distributors, 
have banded together in the Los Angeles Window 
Display Advertising Association for the purpose of 
furthering their individual efforts through exchange 
of ideas. The plan of operation follows the well- 
beaten path of the luncheon clubs and calls for even- 
ing gatherings at regular intervals when members 
may merge the pleasures of a superb supper with the 
occupational enlightenment to be found in demon- 
strations and lectures. 

The second of these meetings has just been held, 
the members first massing at the Rosslyn Hotel, 
where a very elaborate supper was enjoyed. After 
dinner, the participants reassembled at the Bert Lan- 
ders Studios, where a trip through the plant was ar- 
ranged under the guidance of Superintendent Roland 
Voss. Strolling through the wood shop, where a wide 
variety of window fixtures are manufactured, we wit- 
nessed the operation of each machine. The route then 
led into the metal shop, equally large, where the acid 
processes used in turning out some of the goods were 
explained. —Then we passed on into the papier mache 
shop with its 7,500 square feet of space, and on into 
the flower shop, where 3,500 square feet is used in 
manufacture of the bright decoratives which grace 
our coast windows. Here again processes of manu- 
facture were revealed. ; 

The Landers organization has an international 
aspect. The wood .department is under the direction 
of a German, the metal department under an English- 
man, the floral department under a Frenchman, and 
the papier mache section is managed by a Swiss. All 
of them are naturalized citizens, and all are artisans 
of pronounced ability. 

At the conclusion of our trip, the meeting was 
again called to order with Vice-President Vern Hol- 
lngsworth presiding. While the members settled back 
in their seats to enjoy the “smokes” which had been 
passed around, routine business was discussed, the 
most important action following being decision to 
select the last Friday in each month as the associa- 
tion’s meeting night. 

The displays, which had been arranged for the 
evening, proved to be strong selling windows. The 
first was a showing of “Sunkist Oranges,” provided 
by the courtesy of the California Fruit Growers’ Ex- 
change and installed by Donald D. Kastner. As Mr. 
Kastner explained the selling points and sources cf 
appeal in his installation he was plied with questions 
by his listeners. . 

An interesting display of White King Soap Pow- 
der, product of the Los Angeles Soap Co., followed. 
This was installed by Harry D. Johnston, 

The association’s field for expansion was made 
dearer during the evening by 4pproval of twenty-three 
applications for membership. 
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“IN WOOD oar eur IN rye ery 


To Make Your Show Windows Profitable 
These Three Conditions Are Important: 


1lst—A good Window Display Man; 
2nd—Change the Displays very often; 
3rd—Use Wood Display Fixtures that are well 
made, correctly proportioned, interchangeable, 
and nicely finished. 


At half the rent you are paying, you would not board 
up your show windows. This means they have a certain 
value. If neglected they become very costly. If utilized 
right they can be made very profitable. 





Always bear in mind that 
“Many Sales Are Made on the Sidewalk” 
Of Interest to the Display Man 
Ask for Special Book B-91 
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Lights the Windows 
of 


America’s Best Stores 


























You Can Study at Home in Spare Time or Specialize 
At the School Under My Personal Direction 


IG money. Fascinating 
work. Unlimited field. 
Chance to own your busi- 
ness. Many earn $50 to 
$200 weekly. Easy and 
quick to We teach 
you in your spare time— 
few hours weekly—at 
home or school. Thousands 
of successful graduates. 
and largest school 
devoted exclusively to this 
profession. Complete, 


thorough-going courses in 
RRP Doss 3 branches: Sin Paint- 
Poster Designing and Come 


mercial Lettering. Write for information and Strong’s “Book of Facts”. 


STRONG’S DETROIT SCHOOL OF LETTERING 
ei A Ss a, enbitceaeanh tanith, utente Bon 
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Display in the Popular Price Store 
Ability Is Essential to Produce Windows That Will Produce Business 


—Attractiveness Must Be Coupled With Dollar Values 


By MURRAY BELIZ 
Display Manager, L. Oransky & Sons, Des Moines, Ia. 


HE popular priced de- 
partment store is be- 
coming more and 
more in demand by 
the buying public, 
and with that demand, competi- 
tion among this type of stores has 
created a new policy in store 
operation. One of its principal 
features is to make windows a 
great drawing factor for the sale 
of merchandise. With that in 
mind it becomes necessary to 
recognize the display department 
as an important cog in the suc- 
cessful operation of the store. 

There is an opinion among 
lisplaymen that the popular priced 
department store has no large field for display ability. 
This is not true because the windows must produce 
business and the simple matter of loading them with 
merchandise will not produce volume. Merely con- 
veying to the public the thought that the store has a 
large stock and ample assortments is not in itself a 
drawing attraction for good business. The windows must 
have attractiveness coupled with arrangement that bring 
out the value features of the merchandise displayed. 

System and the knowledge of the merchandise is 
vitally important. The displaymen must absorb the 
enthusiasm of the merchandise men to effectively dis- 
play merchandise in keeping with the spirit of events 
and to reflect the policy of the store. He should attend 
all store conferences and gain a complete knowledge 
of new merchandise from buyers. 

The unpleasant experience of getting ready to make 
a special display and to have our plans upset at the last 





An Eight-Foot Board Circle Covered With Black Velvet and Bordered With China 








A Beliz Display Tying Up Hosiery Sponsored by Gilda Gray With the Appearance 
of the Dancer at a Des Moines Theatre 








F 


Gave This Window Pulling Power 


minute by someone in authority causes the efficiency of 
the display department to be considerably hampered, 
thus resulting in a loss of business. All windows must 
be planned ahead of time with no last minute inter- 
ference of executives. Many displaymen of today have 
ability far greater than they have been able to express, 
because of meddling, which, in certain stores, they can- 
not prevent. 

The dinnerware window installed at Oranskys was 
not only successful for the China department, but also 
for the linen department which added to the atmosphere 
and attractiveness of the display. The center back- 
ground was an eight-foot beaver board circle covered 
with black velvet. In the center was hung a large paint- 
ing made in our work shop by one of the assistants, 
reproducing a small lithographic print of a Puritan 
inducing an Indian boy to exchange the turkey he shot 
with his arrow for a string of colorful beads. It gave 
the display a touch of. interest 
and color and the theme was in 
harmony with the event of 
Thanksgiving. On the outside of 
the circle surrounding the paint- 
ing was a series of fine linen 
doilies. An important point of 
human interest for the house- 
wife was the dinner table care- 
fully and properly set with the 
aid of an expert from the dinner- 
ware department. Every set of 
dinnerware in the window was 
marked with a price ticket, 4 
policy that every popular priced 
department store should not ovet- 
look for any kind of merchandise. 

The hosiery window was 4 

(Continued on page 69) 
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Steel Display 
Cabinets and Counters 
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a ---Solve an Important Merchandise 
Display Problem 


Patent Pending 
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72” long x 26” deep 














play Cabinet is independent of 
the counter—the counter, 
however, is especially de- 
signed to fit the cabinet and 
privides storage space for sur- 















This cabinet is an entirely 
new innovation . . . a radical 
change and vast improvement 
over the old methods of dis- 
playing merchandise. (The 
J. C. Penney Co., a large 
chain store organization, rec- 
ognizing its many advantages 
have already placed an order 
for 500 No. 1 Display Cabi- 
nets and Steel Counters, illus- 
trated.) 


Modern demands require the 
rapid dispensing of: large 
quantities of many small 
items, such as notions, can- 
dies, toilet articles, stationery, 
hardware items and such like 
material, with a minimum ex- 
penditure of time and labor. 


The ADJUSTIT Display 


Cabinet has solved a vital problem. It embodies numerous 
_ _Castyet No, 1 advantages—is extremely practicable and . . . provides the 
This Self-Service Steel Dis- means of orderly display. 


Its adjustable features lend a 


flexibility whereby sectional compartments are readily adjust- 
able in dimensions to the size of the articles to be displayed. 


Also a unique feature is the false bottoms, which are de- 


plus stock. Cabinets and Signed to raise the level of the bottom of a given bin or com- 
counters placed end to end partment to reduce the capacity of the bin in accordance with 
and back to back provide the reduction of stock. Thus, despite the diminishing stocks 


unique display units. 


through sales, the upper surface is kept approximately at the 


top of the bin. AN EVEN, ORDERLY DISTRIBUTION 
OF STOCK ALWAYS MAINTAINED. 


Price Cards may be Pm 
mserted from front § Alton 
at any desired point. 






removed or 
adjusted in a 
iffy. 
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| Bottom of Cabinet No. I is per- 
forated, preventing dust from settling. 


R. ORTHWINE 


344 WEST 34TH ST., 
NEW YORK 


- 






Cabinet No. 2—dust and pilfer proof, 
with glass top and solid bottom. 


Made of steel throughout. 
dark oak, dull waxed ; walnut; mahogany and green. Special 
finishes at a slightly increased cost. 


Standard finishes, light oak; 


if <— Divi “ 
oe coe Send for Illustrated Folder and Prices 











THE DISPLAY, WORLD April, 1927 


a 





marly 
myster 
reader 
ion ori 





every 1 
upon a 
fashio 
ideas 
origina 
article 











ideas. 
In 


ss se 
af £ 
LEP RAN HSS 


SPRING OPENING SHOWINGS BY H. H. TARRASCH 


The display windows of Stix, Baer & Fuller at St. Louis under the direction of Display Manager H. H. Tarrasch have gained 
a high reputation in American mercantile groups. His ability is well illustrated in the battery of spring opening displays 
recently executed, six of which are reproduced here. Their uniform design expresses Mr. Tarrasch’s anxiety to subordinate 
decoratives to merchandise, a policy on which he has commented forcibly of late. One of the lines in which he evinces 
unusual cleverness is juvenile clothing which is covered by the two windows at the top of the group above. 
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~ |} How Display Ideas Are Developed 


Natural Source of Novel Schemes for Windows Lies in Consideration 
of the Featured Merchandise and Its Uses 
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O doubt much may be said 
and has been said about dis- 
play ideas. The question is 


often asked, “Where do you 


get your ideas?”—for many 
many seem to think that there is some 
mystery about their creation. To the 
reader who feels that it is difficult to fash- 
ion original displays these suggestions are 
addressed. 

An idea is a mental picture usually 
sketched about a familiar subject. Almost 
every idea has originated through thought 
upon an object or process with which the 
fashioner is well acquainted. Therefore, 
ideas for display purposes should 
originate through concentration upon the 
article or merchandise to be shown 
coupled with consideration of means that 
will provide surroundings adding to the 
attractiveness or interest of the goods. 

The purpose of window advertising is 
to exhibit merchandise in such a way that 
its best qualities and characteristics will 
be brought out, creating desire and paving 
the way for increased sales. Contempla- 





By E. J. SHORT 
Display Specialist, Danville, Va. 




















Old Sol Gasps at the Sight—A Whimsical Setting for Hosiery Devised 
by Mr. Short Which Is Sure to Stop the Passer 


tion of this goal is bound to result in useful window analyze the various types of merchandise to be shown 


ideas. 


during the period and to determine the backgrounds or 


In the installation of seasonal displays it is well to settings that will serve these wares to best advantage. 











Special and feature displays require 
consideration of the article to be win- 
dowed. For instance in a display of 
black frocks, a touch of bright color 
lightens the drabness and cheerlessness 
of the garments and enhances their mode 
and fabric appeal. This requisite dic- 
tates the idea of using, a dash of red, 
a bright foliage unit, bright accessories, 
or colorful furniture. In this manner, 
the display develops by piling one 
thougth upon another until the idea for 
the window of black dresses is com- 
pleted. 


But a different situation arises with 
a showing of electric irons. An appeal 
to style can hardly be made with these 
goods, forcing direction of passer 
interest to the comfort, and the savings 
in time and labor secured by their use. 





These are but two brief illustrations 
of the fashion in which ideas are created. 
Experience, of course, is the best 





Summery Hats and Grocks Are Shown Here Before an Arboreal Back- ? £ ; d ‘ 
ground Which Mr. Short Deems Appropriate for Late Spring consists of practice and experiment. 


teacher, and her training course chiefly 
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Detroiters Pep Up for Big Pow Wow 


Enthusiastic Meetings and Colorful Celebrations Build Morale for 
Responsibilities as Hosts to I. A. D. M. Convention 





A. D. M. conven- 
tion, the Detroit 
Display Men’s 
Club, which will be hosts to 
the 1927 meeting, is hard at 
work to put the finishing 
touches on the arrangements. 
Under the guidance of Lothar 
F. Dittmar, convention direc- 
tor, its plans are rapidly taking 
shape, and a program is being 
prepared that will provide in- 
struction and entertainment in 
copious; quantities for sojourn- 
ing delegates. 
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In establishing the club’s 
morale as the first preparation 
for the event, the club execu- 
tives have staged a series of big, rousing entertainments 
and gatherings which have developed splendid esprit de 
corps. New members; have flocked in, and with these 
additions the Detroiters can now law claim to the most 
numerous display organization enrolled under the I. A. 
D. M. banner. 

All this is the first step in preparation for the June 
gathering at the Hotel Statler. Additional contributions 
have been exhibits of pictures of previous conventions 
brought out from the Chicago office of the association, 
collections of official badges and other paraphernalia of 
earlier conventions. H. W. Weaver, president of the 
Detroit organization immediately put the convention 
photographs on display in one of the best windows of 
the F. G. Clayton Co., while Frank Whitelam, display 
manager for the R. H. Fyfe Co., windowed the badges. 

All sorts of ideas are floating around among the 
boosters. One rabid convention fan proposed that the 
Detroit Club offer a prize to the largest out-of-the-city 
delegation, while another urged each of the members 


SF \ go Hd COR 
ee eZ Tuller Hotel, 3 
~~ tb0n Plazs Stratford Arms 













H. T. Corbin, Who Is Handling Convention Hotel Reservations, Made This Poster 
Expressly for Display World Convention Publicity 


Convention Director L. F. Dittmar Is a Busy Man According to Otho Blake, Who 
Draws Cartoons When Not Busy as a Cardwriter at Crowley’s 


to write his friends in the profession in other cities 
telling of the program framed for June, and urging 
them to come to Detroit. 

One of the features of entertainment that has been 
decided upon is a lake cruise on Monday evening, a 
steamer having already been chartered for the occasion. 

A novelty will be an invitation, attractively printed, 
which will be broadcast to merchants in cities in the 
Detroit territory. The club executives believe that with 
this assistance they will be able to secure a representa- 
tive attendance of retailers of the district and conse- 
quently create a greater appreciation of display. 

Of the convention the I. A. D. M. headquarters bulletin 
now being issued by President W. L. Stensgaard, says: 

“Prepare now to attend the thirtieth annual I. A, D. M. 
convention, Detroit, June 13 to 16. From all parts of the 
country comes the news of how various clubs are planning 
to attend this convention in large groups. The Detroit boys 
are making elaborate preparations to hold a convention with- 
out parallel. Big feature competitive demonstrations with 
cash prizes will be held; displaymen who are interested in 
entering these demonstrations write L. F. Dittmar, care of 
Cre Kerns, Detroit, convention director. 
Never before have such elaborate 
preparations been so well under way. 

“The committee selected to bring 
the I. A. D. M. Photo Contest up to 
the minute have done a very excellent 
piece of work. This committee cor- 
sisted of Dan Hines, as chairman; 
Clem Kieffer, Jr., E. Dudley Pierce, 
A. G. Munroe, Al Butterworth, H.R. 
Whitelam, H. A. Braudis, W. W. 
Yeager, Fred Gross and Syl Rieset. 
The Merchants’ Record will print the 
entire contest rules and classifica- 
tion svery soon. We feel they will 
meet with thet approval of all con- 
cerned and make for a better and 
bigger contest. However, the I. A 
D. M. is now the largest photo- 
graphic display contest, considering 
all classes of merchandise, in the 
world.” 
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INTERNATIONAL ASSOCIATION BULLETIN 
By W. L. Stersgaard, President 

Hundreds of the I. A. D. M. questionnaires have already 
reached this office. From this questionnaire will be com- 
piled statistics that are sure to prove most interesting and 
educational. Most displaymen indicate that manufacturers’ 
display helps are not the type and standard they can put to 
use. They also indicate that if manufacturers would build 





Delegates’ Badge Approved for the Next Convention 
really high-class helps their stores would be willing to pay 
small rentals for use of same. A surprisingly large per- 
centage of helps are never used. Every type of good retail 
store is represented in the replies received. Unusual good 
interest has been shown and excellent points brought out that 
will surly help to relieve the present situation and waste. If 
the advice of practical displaymen were sought much im- 
provement would be the outcome in manufacturers’ display 
helps. One reply contained this remark: “A practical ex- 
perienced specialist in any line is best able to get results. 
The best advertising man in the world is not likely to be the 





Button Adopted by the Detroit Club for Convention Wear 
best displayman. Joseph Hoffman and Fritz Kreisler are 
both great musicians, but if I wanted to hear the best violin 
music I wouldn’t ask Mr. Hoffman to play it for me; I’d go 
to Mr. Kreisler.” 

We are now hard at work compiling this data, and it will 
be put into very interesting form, and all members, publica- 
tions and a large number of manufacturers and organizations 
will be furnished with copies of the completed report. 
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Capture Your Share 
Of Business NOW! 


A bright, attractive display window will bring 
more customers into your store. 


ONLI-WA DISPLAY FIXTURES 


are sturdily and attractively constructed and can be 
arranged easily to produce attention-compelling dis- 
play. Our new Catalog No. 13 will convince you... 
write for it today. 


eo 


: 








| pre | 
ses * William and Mary Design 

. | Plateau... an extremely | 
: £ useful display fixture! 














William and Mary De- 
sign Shoe Stand... just 





the thing for right’ now! Reg. U. S. Pat. Off. 





THE ONLI-WA FIXTURE CO. | 


ST. PAUL AVE. Dept.D.W. DAYTON, OHIO | 














New Low Price 


‘6 


4 Color-frame 
with 
Five Assorted 
Colored 
Zz . Gelatines 
_ $1.25 Extra 


No. 90 SPOTLIGHT 
No. 95 FLOODLIGHT 


The most economical way to make your windows 
sell more goods is to use spotlights or floodlights. 
You can now buy two lights for the price formerly 
charged for one. 


FULLY GUARANTEED-—excellently “made units of 
perfect efficiency. Reflector is made of heavy gauge 
aluminum especially treated to produce perfect 
illumination. 







Order yours now—satisfaction guaranteed. 


Suw-ra © 


Inc. 


Lighting Products 


i19 Lafayette Street, New York 
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Imparting HumanInterestto Hardware 


Jackson (Mich.) Window Night Throngs Halted by Dramatic Displays 
in Which Springtime Activities of the Masses Are Reflected 


By LAWRENCE H. PUFFER 
Advertising and Display Manager, Smith-Winchester Co., Jackson, Mich. 


PONSORED by the Merchant’s Retail 

Board, Window Night is an event of in- 

terest in our spring and autumn merchan- 

dise campaigns, and each merchant co- 

operates with this movement by making 

his displays more elaborate and extraordinary. Each 

store in the downtown district curtains its windows 

until seven o’clock, at which time the displays are 

unveiled to the music of bands and the exploding of 

aerial bombs, revealing the new installations to enthu- 

siastic and curious window shoppers. No circus pa- 

rade has drawn larger crowds than the throngs that 
turn out to witness these creations. 

The Smith-Winchester Hardware Store has always 
taken pains to provide interesting exhibits for these 
nights. For the 1927 spring celebration we prepared 
two windows which competed so well for attention 
that it is difficult to say which made the best impres- 
sion. 

Our paint display was somewhat different from 
the usual run of paint windows, utilizing the idea 
that marble time is a sure sign of spring and time 
to “paint up.” We built a dummy window within our 
window with “Compo” board on the floor in front 
of it for a sidewalk. A display of paint was arranged 
in the model window and two boys’ figures posed as 
playing marbles were shown in front of this. 


If the crowds of people attracted to this display 
mean anything, it was a huge success. It goes with- 
out saying that when Jackson people have painting 
to do this. window will remind them that this store 
carries a complete line of paints and supplies. 








Equally interesting was a modern kitchen display 
in which we used a demonstrator. It was impossible 
to get a photograph of the entire window, for which 
reason the interior alone is presented. As the spec- 
tators looked on they saw also the outside of the 
house sided and vine-covered, with a green lawn 
before it, represented by grass mats, and a white 
picket fence with sweet peas growing along side. 


Here is the story about which the display was 
built: A tramp opens the gate and enters the yard 
knocking on the door. The demonstrator in the 
kitchen opens the door, and the tramp, removing his 
hat, asks her if there isn’t wood to split or some oda 
job to do for a “hand-out.” She tells him that, with 
her Favorite gas range, she has no need for wood, 
but if he can paint she will gladly give him lunch for 
painting a kitchen stool. While he is finishing his 
job out in the backyard using “Lowe Bros. High 
Standard Paint” which we stock (and this was a good 
advertisement for this product) she goes inside to 
prepare the meal. 


Close inspection of the illustration will reveal the 
loud speaker cones which contributed to the novelty 
of the display by broadcasting the entire conversa- 
tion to the audience out in front of the window, ren- 
dering it unnecessary to use show cards to tell the 
story. It is needless to say that during the entire 
demonstration a crowd was kept interested, and, as 
there were two performances, a great many people 
saw the display; so many, in fact, that they packed 
the street to the curb at times. To illustrate the pains 


- to which we went to make the showing realistic, it 
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When boys Play Marbles “raint-Up” Time Has Come, Says This Window Night Display 
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may be pointed out that we piped gas into the window 
for use in the stove and brought water into the sink. 

One of the big tangible results of the demonstra- 
tion was that fifteen gas ranges sold in one day as 
the result of the demonstration. This was a profit- 
able and reassuring consequence of a lot of hard work 
and considerable expense, and convinced us that our 
elaborate efforts were worthwhile. Going much be- 
yond our expectations, this furnished actual proof 
that the more realistic you make your display, re- 
gardless of the effort required, the more beneficial 
and profitable the results will be at the wind-up. 





Windows Pay Tribute to Rotarians 


When Auburn (N. Y.) Club Celebrates Completion of 
Lighting Co. Quarters, Display Returns Compliment 


By JOHN L. RYAN 
Display Manager, Empire Gas & Electric Co., Auburn, N. Y. 


NE of the most modern and up-to-date busi- 
ness establishments in central New York, the 
new home of the Auburn branch of the Em- 
pire Gas & Electric Company, was informally 

opened by the Auburn Rotary Club at a dinner and 
entertainment recently. 

President Lester Drew, of the Auburn Rotary Club, 
announced that the honor of dedicating the splendid 
new quarters of the Empire Gas & Electric Company 
had been conferred upon the Rotarians in view of a 
rare coincidence. The officials of the company and a 
large number of the employees were Rotarians, and, in 
addition to this, the contractors were also members of 
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The Kitchen Scene in the Spectacular Paint and Baking Demonstration Which Resulted in the Sale of Fifteen .Ranges 
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the Auburn Rotary Club. What could be more appro- 
priate than to celebrate the twenty-second anniversary 
of the founding of Rotary in the new home of a com- 
pany that talked Rotary, acted Rotary and was Rotary? 

There were many guests representing the Chamber 
of Commerce and the city administration, among them 
City Manager John P. Jaeckel. 

The series of buildings in upper North Street, near 
the heart of the business section, had been remodeled 
into very fine offices and display rooms. The window 
was the center of attraction, as the accompanying pho- 
tograph illustrates. It was attractively decorated by 
Display Manager John L. Ryan, of the Empire force. 
Two Rotary wheels at either end of the window called 
attention to the principles upon which the Rotary Club 
was formed, namely, boys’ work, Golden Rule, friend- 
ship in action, better business methods, crippled chil- 
dren’s work and, lastly, service above self. The center 
piece was a pedestaled Rotary wheel, brilliantly lighted 
with incandescent electric bulbs. Directly beneath was 
a welcome sign to Rotarians, and on either side two 
cardboard pages, painted in a life-like manner in natural 
oil, gave the hospitality touch. The floor was draped 
in blue velvet, its glossy sheen brought out by the light 
of two torches, electrically lighted, at each end of the 
window. It presented an unusually attractive scene, 
with the walnut background and the matched oak floor- 
ing of the display window adding to the optical refresh- 
ment. The valance at the top of the window was of 
Arras cloth, with brown felt border and applique de- 
sign. The display window was made doubly picturesque 
by the aid of modern window lighting, boxed-in re- 
flectors and theatrical spot-lighting effects. 





Symbols of Rotary and Cut-out Pages in Painted Liveries E 
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VER thirty-six years of- 
employment in windows 
of New York state 
stores has given Maurice 
R. Hiller a well-balanced 

knowledge of his field. Beginning 
his work at a time when the artistic 
developments of today were just be- 
ginning to unfold, he has kept step 
with the profession through all its 
epoch-marking changes, and is today 
installing windows of the new order 
that are noteworthy examples of the 
best in sales stimulation: Most of 
career has been spent in small city 
stores, a circumstance which makes 
him a spokesman for the displaymen 
of this group. Of his experiences 
he says: 

“My entry into the display field 
was back in 1893, when, at the early 
age of fourteen years, I started to 
work with the D. McCarthy Co., 
Syracuse, N. Y., as cash boy at $2.50 per week. I was 
only at this a short time, when one day I was told to go 
and help the trimmer as his assistant was ill. Mr. Fred 
Earl happened to be the trimmer at that time, and he 
was putting in a handkerchief window, arranging them 
on the background as they did in those days. I could 
see at a glance how I could help him by handing him 
first one color and then another. This went very well. 
At the end of the day Mr. Earl said to me, ‘How would 
you like to help me right along?’ Of course, I said 
‘Fine,’ as I had always thought I would like the work. 
So at that I was transferred as his assistant. 

“Mr. Earl was a man who would give you every 
chance in the world if he thought you were worth it, 
and I have him to thank today for giving me my start 
in the display field. He would alway say, ‘Go ahead and 
do it, you can do it as good as I can.’ In those days 
there was always a lot of fairs going on. I remember 
one in particular. It was held in a large hall and our 
firm had three booths to trim. Mr. Earl said, ‘Now, 
Maurice, you go ahead and trim the third booth. Use 
your own ideas and I will help you out if you need me.’ 
It seems they had started a contest for the best trimmed 
booth, and to make a long story short, I won the contest, 
against many other trimmers who had been at the game 
longer than I had. To be honest, I think it was all 
through the efforts of an old school teacher. When she 
saw my name on the board she started in working for 
me and she did not stop until she was sure I was the 
winner. The award was a gold medal. Winning this 
contest gave me heart and I made up my mind then and 
there to make good. 
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Who They Are and What They Say 


No. 30—MAURICE R. HILLER, Watertown, N. Y. 
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MAURICE R. HILLER 
Display Manager, F. A. Empsall Co., 
Watertown, N. Y. 


April, 1927 
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“T had worked with Mr. Earl five 
years when one day he was dismissed 
for his one and only fault. Next 
came J. R. Patton. I think I was 
with Mr. Patton about a year. I was 
sent out of town one day to trim at a 
fair and I happened to stay over a 
day or two longer than he thought 
was necessary, consequently, when I 
returned he was displeased about the 
matter and I was dismissed. 

“Well, it was the best thing that 
ever happened. I was only out of 
work a day or two when a friend of 
mine secured a position for me with 
Rothschild Bros., Ithaca, N. Y. Here 
I was filling a position formerly held 
by one of the best displaymen in this 
section, Mr. Youngblood, who is now 
in the display fixture game at Buffalo, 
N. Y., I believe. At any rate I ‘made 
good’ and stayed with these people 
three years. 

“One big job we had there every year was to trim 


one of the halls at Cornell University, for the annual 


Cornell ball. This hall was 125 feet long, 50 feet wide 
and we trimmed 25 feet high. One year during the 
period when puffing was so popular we used 1,500 yards 
of cheese cloth with lights and flowers. 


“On another occasion when I was putting in a 
millinery window, we had two or three gross of violets 
and I had cut out designs and was covering them with 
the flowers with lights between them, and using hats of 
the same shade. My curtain was only part way up so you 
couldn’t see the whole window. A gentleman came in 
and said to me, ‘I couldn’t help complimenting, you on 
your window from what I could see of it.’ He happened 
to be a reporter and gave me a very nice write up. 


“From there I went to Fulton, N. Y. with M. Katz 
& Co., where I had eight windows to take care of 
besides the interior work. I remember one display of 
furniture I had there, showing the front of a house, 
bay window, porch, doors, etc., just as if you were look- 
ing into a home all furnished. It must have been com- 
pelling, as I had several salesmen come in the store 
and look me up to tell me that it was the best furniture 
window they had seen along the trip. I stayed with this 
firm eighteen years, leaving to accept a similar position 
with J-R. Sullivan of the same city, with whom I stayed 
for seven years. 


“I then came to Watertown, N. Y., with the F. A. 
Empsall Co., and have been here nearly three years, 


during which time several of my windows have been 
published in The DISPLAY WORLD. 
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Bridal Display by R. H. Macy and Co., Inc., New York City 








INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 303 Fifth Avenue, New York City 


ILLUSTRATIONS ON REQUEST DISTRIBUTORS FOR JU. S. A. 
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Paginini, a Century Dead, Rises in Osterland’s Window to Hlustrate the Radio Fan’s Access to 
Renditions of Great Compositions 


Symbolic Radio Window Captures Cup 


Depiction of Old Master Before Microphone Suggesting Availability 
of the Best in Music Brings Honors to Cleveland Displayman 


By C. W. SCHABITZER 
Manager, Buckeye Fixture Co., Cleveland, Ohio 


WARD of a huge silver loving cup to 

Edward Osterland, display manager for 

the William Taylor Son Co., Cleveland, 

Ohio, as first prize in the national contest 

conducted by the Atwater Kent Co., Phila- 

delphia, brought this display executive a signal honor. 

The prize marked his creation of the most beautiful 
and correctly appointed radio window installed in 
America during the contest. When R. E. Smiley, of 
Philadelphia, district manager for the Atwater-Kent 
Co., made the official presentation of the prizes he paid 
Osterland and the William Taylor organization a pleas- 
ing tribute for the beauty and dignity of their window, 
and the nobility of its theme. 

It consisted of a wax effigy of the once famous 
violinist Paginini, who died in 1814, in posture of 
entertaining radio listeners with his music as he played 
before the microphone. On his right sat the wax figure 
of a woman thrilled by his wondrous melodies as they 
reached her over her Atwater Kent set. A few decora- 
tions lent color to the scene. 

Mr. Osterland was presented with an Atwater Kent 
radio set in commemoration of his services in arranging 
and executing the prize display. 

Osterland was promoted to the post of display 
manager several months ago when Paul Bartsch was 
advanced to the position of publicity director. For 
several years he had been Mr. Bartsch’s assistant rising 
to this place through a succession of tasks in the display 
department to which he came twenty years ago as 


Bartsch’s protege. The new publicity director dis- 
covered him selling newspapers on a corner near the 
store and secured a minor place in the department for 
him. From this humble beginning he rose to his present 
distinctions. 

_Bartsch’s career has also been spectacular. Starting 
in the William Taylor Son & Co., store as a cash boy 
at twelve years of age, he become interested in display 
and after graduating at the Chicago School of Display 
became display manager. He is the founder of the 
Bartsch School of Display, the Modern Display Co. 
and the Bartsch-Sommer Studio. 





BRAGER BROS. MOVES UPTOWN 

On May 1, Brager Bros., fixture manufacturers, will estab- 
lish new show rooms at 498 Seventh Avenue, New York City, 
in the “Garment Center Capitol Building.” This will give 
them more spacious headquarters and permit of practical dis- 
play arrangements that will be of much assistance to fixturt 
buyers in the selection of the most suitable units for their 
particular needs. This places them in the heart of the 
women’s apparel industry, and thus the show rooms will be 
convenient and easily accessible to visiting merchants and 
displaymen who are cordially invited to inspect their com- 
plete lines of fixtures. 





FISHER DISPLAY SERVICE ISSUES BOOKLET 

An attractive booklet setting out the claims of the display 
installation service for handling of national advertisers’ dis 
plays has been issued by the Fisher Display Service, 55 


West Lake Street, Chicago. Reprint of John M. Van Hor 


sen’s recent laudation of the installer has been linked with 
illustrations of Fisher windows. 
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Making a Cotton Sale Patriotic 


(Continued from page 24) 


Certainly, to the great mass of farmers of the South, 


no greater contribution could be made than this 
effort to grow a sentiment for the patriotic use of 
cotton and cotton products wherever possible. Our 
people will cordially appreciate a campaign to that 
end.” 


With such a stirring message it was to be expected 
that the people of Fort Wayne would be interested. In 
handling the displays of the week in such fashion. as to 
crystallize their interest into sales, it was most essential 
that the subject of cottons be handled in an imaginative 
fashion, so that cotton dresses and lingerie rather than 
yard upon yard of cotton goods should be presented. 
Drapes in which the bolt goods could be metamorphosed 
into dresses were also in order. 


Yard goods were brought down from the ceiling to 
the floor and then brought to points on the floor with 
several forms, each showing a lady’s dress made up of 
the materials, with cotton flowers carelessly thrown 
around them. 


Our window photographs did not turn out well on 
account of the lightness of the fabrics, but I have the 
p pleasure of knowing that the displays pleased our chief 
executive. “The best cotton goods windows that I have 
ever seen,” was his comment. Probably he was a little 
too enthusiastic, but the tribute was heartening. 


Our interior decorations were designed to blend 
with the spirit of the occasion, the principal novelties 


being bales of cotton sitting at the entrance of each ~ 


i main aisle, 

= The illustrations which accompany this story are 
shor recent installations in which I have tried to use The 
aed DISPLAY WORLD'S creed of “creating desire by 

putting a ‘kick’ in your display.” The valentine win- 
rting dow was featured by a shadow box lined with red 
: boy velvet, the front covered with lace and red hearts to 
splay resemble a large valentine. The set for the valentine 
splay luncheons showed nut cups, place cards and a large 
the heart-shaped box of candy. Of the display, Miss Nay, 
Co, buyer for our stationery department, said: “This win- 


dow stimulated our valentine business to such an extent 

that we were almost out of selections in valentines and 

cards the day preceding Valentine Day. The favors 
estab- fae Vere displayed in such fashion that they attracted much 
: City, MB attention and reorders were frequent on_ several 
| give HM numbers.” 
al dis- 
ixture 
- their 
of the 
vill be 
ts and 
> com: 





The scarf window derived most of its force from 
three panels which paralleled each other in the back- 
ground. These were of wallboard, covered with black 
oilcloth. Between them were Brownie cutouts in red, 
sYellow and green. The center drape of scarfs placed 
on the floor was arranged to appear as coming out of a 
large black enameled basket, the handle covered with 
flower s. At the sides were showings of black and white 
millinery, 












That they attracted much attention and converted 
1 Hor Mmt''s into sales is all the commendation I want. This 
'smy goal, hard to keep in sight, but a satisfying ob- 
ective and a sure test for display efficiency. 
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Pat SNAP in Your Spring Window Trim 


BY USING OUR COLORED LIGHT 

SCREEN ON YOUR WINDOW REFLEC- 

TORS. Price so low you can not afford to be 
without at least a dozen of these screens. 


Illustration shows how easily 
gelatines can be inserted with- 
| out removing screens. Hinged 

wires prevent injury to 
gelatine. Inserted in a 
second. Spring automati- 
cally fits any reflectors 
up to 10” diameter. 
Order as No. 752— 
10” Screens, at $7.75 
dozen, screens only. 
Colored  gelatines, 
10” square, at $1.00 
doz. apeeey colors 
wanted: red, green,. ' 
blue, amber, ma- NO. 752. 
genta, yellow. 












COLORED LIGHT SCREEN. 
Pat. Applied for. 


The best known display easel. 
Adjusts to any slant. For 
deep or shallow § articles. 
Specify finish. Retinned, Gun 
Metal, Dark Copper. Less 
than 6 dozen lots, $1.40 doz., 
$16.50 gross in % gross or | 
more. 





Sm NO. 547. “SHOWALL” EASEL. | 
Adjustable 
Morgan Pat. 6-5-23 


Catalog No. 35-C shows complete line store display 
fixtures. High quality, but at prices that will interest 
you. Send for this catalog. 


J. B. Timberlake & Sons, Inc. 


JACKSON MANUFACTURERS MICHIGAN 


GLASS = DISPLAY 


Y%. INCH THICK OR THICKER 
Cut In-Ovals-Oblongs -Squares - Circles 
Fl 6dges Smooth - Ground -Polished or Beveled As Reguire/ 


Write for Folder — "> 


ANDRES PLATE GLASS @ +195 GREENWICH ST NY 


‘ust a Step from Hudson Tubes and Ferries” at Fulton St. 









































































ISPLAY FABRICS OF QUALITY 
for your SPRING WINDOWS 


WRITE US FOR QUOTATION ON YOUR NEEDS 
H. D. MENDELSSOHN & COMPANY 
112-118 WEST 44th STREET NEW YORK, N. Y. 
When You Think of Fabrics Think of Us 








Before Ordering a Valance, Write | 
BRYAN’S, Louisville, Ky. 





SPECIAL CONVENTION ISSUE—THE 
MAY DISPLAY WORLD 
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Profusive Use of Screens for Backgrounds Is Noted in Tour oe a 

of Windows—Ensemble Displays Much in Vogue cussior 

; ORs 

By COLEMAN W. McCAMPBELL pci 

New York Correspondent, The DISPLAY WORLD throug 

for the 

TOP ten persons on the street in New place, suitable costumes for such an important social (K. Ne 

York and ask them which store has the affair are shown in the windows. In this way New sf = 
° . * + sm 

most attractive windows, and eight out Yorkers have come to regard Lord & Taylor’s as a Sscall 

of ten will say “Lord & Taylor’s.” Ask fashion-plate newspaper. They make it a point to distinct 
the same ten persons which store has the pass their store as often as possible. They know posters 

most effective newspaper advertising and it is safe to the displays will be interesting and often instructive. ll 4 

wager the majority will say “Wanamaker’s.” Even when the materials, furnishings and clothes bridee 

This doesn’t mean that Lord & Taylor’s windows displayed are beyond the purse of the average on- striking 
are better than those of other stores, or that all of looker, they are so arranged and humanized that the on a so 

Wanamaker’s advertising is more effective. It does person seeing them does not have that hopeless feel- . 

prove, however, that these two stores have created a ing, “I can never afford them.” Instead, she (or he) "Thad 

definite reputation by a consistent policy. They have thinks, “How beautiful! Some day I can have one parel. 

set out to accomplish a certain impression and they just like that.” dows a1 
have succeeded. The average person likes the adver- There is a subtle and profitable distinction between ~~ 
tising of John Wanamaker’s because it has the spirir the two reactions. The high-class store often repulses ceeal 
of friendliness arid is written in everyday, common- rather than attracts trade. Many prospects, even of Macy 

sense, human-interest terms. The average person fair means, shy away, thinking of them only in terms many o} 

likes Lord & Taylor’s windows because, regardless of of exorbitant prices. I know of several department er 

what is being shown, they try to identify it with the stores in New York which hundreds of people con- onal 
lives ofeach of the thousands who daily pass their sistently avoid. When asked why, they will say, new bes 

store. Not a single timely event, not a single arrival “They’re too high priced.” If pressed for an explana- that is b 

of a distinguished visitor, is allowed by H. McIntosh tion of why. they reached that conclusion, they will ' —_ 

and his staff to pass unutilized. And when something say, “You can tell it from their windows; everything secu 
on the order of the annual Beaux Arts Ball takes they show is for wealthy trade, and they look so Buddhas 
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cold.” As a matter of fact, a little comparison shop- 
ping will reveal that these same stores compare very 
favorably in price on many items with other stores 
considered much cheaper, all of which points its own lesson 
and is sufficient excuse, I hope, for devoting so much dis- 
cussion to one store. 

Oi course, other stores have set out to accomplish certain 
impressions and have in this way built up their own in- 
dividuality. It is doubtful if any store in New York has, 
through its windows, become better known as headquarters 
for their infants’ and children’s department than Best & Co. 
(i. Nelson is display manager). Almost every time you pass 
this store at least one window is devoted to a nursery scene 
or smal! children at play in a garden or on a beach. Franklin 
Simon’s have also stressed infants’ furnishings. The chief 
distinction of Franklin Simon’s store, though, are the patch 
posters of cloth. Two recent windows were especially clever. 
One showed four girls playing bridge. Three girls were 
seated at a table, and a fourth one was standing with a 
bridge score card pad in one hand. The effect was both 
striking and realistic. The second window showed two girls 
on a sofa, one holding open an “Ask Me Another” question 
book. She was evidently trying it out on her guest. This 
display had both action and timeliness. 

Then there is Finchley’s, which specializes on men’s ap- 
parel. They have striven in their advertising, in their win- 
dows and in their new Fifth Avenue building, which is an 
adaptation of the architecture used at Oxford, to create an 
exclusive English atmosphere, and they. have met with marked 
success. 

Macy’s are famous for their toy windows as well as for 
many other things, including their display of books, which 
reminds us that a store can build up a great deal of indi- 
viduality by paying attention to their small windows. We 
particularly liked a recent window at Macy’s featuring a 
new book, “Congai,” by Hervey Allen. This has a jacket 
that is both colorful and decorative. Mr. Eldredge has made 
the most of this jacket in his artistic arrangement and has 
echoed, as well as contrasted, the colors in suitable hangings, 
mysterious lamps and small stands which hold curious gold 
Buddhas and incense burners. 


A new feature worth noting in department stores the past 
year has been the increased year-round emphasis given to 
gift department displays. Not so many years ago most win- 
dows, except during the Christmas season and May-June, 
were devoted mostly. to wearing apparel or furniture. Now 
almost every New York department store has gone in for 
the gift shop business. They have established lively depart- 
ments of their own and are playing them up, both in their 
newspaper advertising and windows. In this class, to men- 
tion only three, are Altman’s, Lord & Taylor’s and Wana- 
maker’s, 

While making a tour of windows this month, it was in- 
teresting to note a similarity among stores in some respects. 
For instance, there is scarcely a store that does not make 
profusive use of screens for a background (though Avedon’s 
use back drapes of material exclusively). Some of these 
screens are of wall paper, hand-blocked linens and cre- 
tonnes, most of which have been given an antique finish and 
look both smart and decorative; others are hand painted and 
sketched by well-known artists, depicting city and travel 
scenes or floral motifs. Some are covered with materials, 
rich cither in quality or quaint and clever design. Few New 
Yorkers will forget the arrestingly vivid pastel screens used 
by Lord & Taylor recently depicting Parisian fashions. They 
formed an almost solid background for a whole length of 
several windows and made a dashing spectacle alive with 
motion. Other screens are of the three and four-fold va- 
tety, sometimes longer. The main object seems to be to 
strive for individuality in design and finish, though occa- 
Sionaily solid colors are used when they best fit the display 
Purposes, 

Another thing almost all New York window displaymen 
agree on is the use of lamps made of transparent glass jars 
and bottles, filled with colored oar plain water, and with 
pleated linen shades of either the same color as the glass base 
or the water it contains. Often, however, shades of contrast- 
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ing colors or shades of a small all-over pattern are used. 
You could almost say this seems to be an outstanding deco- 
rative note in windows featuring anything from apparel and 
gifts to furniture. Each month it has been gaining in popu- 
larity, so that by late spring the stores which take the leader- 
ship will doubtless introduce something new in the guise of 
lamps. One reason these lamps are having such a tremendous 
vogue is the fact that they fit in so well with the early Amer- 
ican pine and maple furniture now in such demand. 

A third decorative note which seems‘ to be of only recent 
origin is the growing use of stars for wall paper, for lamps, 
and for screens. You see them, big and small, against blue 
and black and white backgrounds, in the smartest windows. 
One window at Best & Co. has a four-fold white screen with 
a border of blue ground and silver stars. Near the top of 
each panel is the name of a Paris hat model in fancy gold 
letters, while directly in front on a head model is displayed 
the corresponding hat. Another store has a screen of white 
with an abundance of small gold stars, and a third store 
shows a large glass lamp with linen pleated shade, whose 
only design is a cut-out effect of large stars, with a few 
small stars for contrast. At the recent Architectural League 
Exhibition one of the plumbing fixture companies displayed 
a bathroom papered in white with a profusion of silver stars. 
Evidently we are in for a season when stars will be put 
through a variety of tricky stunts. 

Several weeks ago many stores were flooding their win- 
dows with lavishly draped materials suitable for the spring. 
Of this type of display, we particularly recall a series of 
three windows used by McCreery’s, which attracted much 
attention from the passersby. As near as we can remember, 
a solid panel of suspended materials of different colors hung 
straight to the floor and were then so twisted’ around indi- 
vidual pots of tulips that the resulting effect was that of a 
garden. To make the effect more realistic a mother and little 
girl with watering pot were nicely spotted. The three win- 
dows all had something of the same effect, different types of 
materials being used. J. C. Chase, of McCreery’s, deserves 
credit for an excellent display. 

This brings up another point. Ensemble windows are 
very much in vogue. Last week, Mr. Frankenthal, of Alt- 
man’s, devoted three windows to a lovely showing of hats. 
In the center window purple is the color, and on either end 
green and blue hats are featured. For backgrounds, long 
folds of materials in two tones of their respective colors are 
cleverly draped, while the hats are perched on countless 
pedestals. The draping of the backgrounds is such that the 
three windows form a single unit, with the emphasis placed 
on the center—each window being a distinct color unit. 

At Stern’s, Mr. Biggs has been adept in using two win- 
dows as a single unit. This is possible because there is no 
divisional wall between. He has tied up with St. Patrick’s 
Day by having a table set for twenty-four guests (the largest 
we have seen in a window). Place plates with a wide border 
of green decorated with gold encrust, silver candlesticks with 
green candles, glassware of emerald green and white, and a 
number of green palms at both ends of the windows success- 
fully carried out the green color scheme. Many were those 
who paused to admire the elegance of the table and the 
lovely emerald green glassware. A unit of two other win- 
dows was used to display “Mannish Furniture.” Substantial 
reproductions in oak of early English furniture with thick 
Oriental rugs and red leather chairs were arranged to indi- 
cate masculine taste for solid comfort. The red was also 
accented: in books bound in that color. . It is small wonder 
that a number of people have recently commented on the 
attractiveness of Stern’s windows. 

Already Easter bridal displays are creeping in. We saw 
five yesterday within a five-minute walk. At the Betty Wales 
Shop a center window showed a lovely young bride holding 
a bouquet against a glowing setting of church windows and 
palms. In the two windows which line the entrance foyer 
suitable costumes for bridesmaids are shown. In its sim- 
plicity and directness it made a pleasing contrast to the 
usual over-elaborate display one sees. 

These notes would not be complete if they omitted men- 
tion of the novel display of china and glassware by Wana- 
maker’s for their March sale. 
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Easterners Flock to Window Class 


School Conducted at Boston Under Auspices of N. A. R. C. F. Is 
Magnet for Clothing Men of New England 
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URTHER effort of the National Associa- for from two to twenty-five years. But at the end of evens 
tion of Retail Clothiers and Furnishers to the term every man was more than satisfied with what lost | 
widen the knowledge of window display he had gotten from the course, sorry to see the sessions : hy 
among their membership is noted in the come to an end, yet at the same time anxious to get sia E 
series of classes now being held at inter- back to his job and begin to work out the ideas obtained sad : 
vals throughout the country. through the two weeks’ course. as : “ a 
The latest instance was the “Sixth School” held The constant weaving in of the principles of mer- 7 ihe 
at Boston in February under the guidance of J. Duncan chandising with each phase of display demonstration li . 
Williams, chief of the Federation’s window depart- was of especial interest to those who have had con- he di 
~ ment. Launched on St. Valentine’s Day with twenty- siderable experience. This tieup seemed to put a new ” ie 
one students in attendance, the class made rapid prog- interest into the subject of display aside from the 7 a ‘. 
ress throughout the two weeks of its maintenance. necessary artistic phases of it. ; “a 
Sessions were held at the Hotel Essex, class work Merchandise with which to carry on the work of Hj CP" 
extending from 9 a. m. to 5 p.m. This schedule, how- th eschool in the most practical manner was furnished a 
ever, was not the limit for many of the students, some by Geo. P. Ide & Co., Wilson Brothers, Geo. B. Frost vi 18 , 
of whom were in the classrooms as early as eight & Co., Jordan Marsh Co., Leopold Morse Co., S. S. sae 
o’clock remaining until six. Loeb & Co. Window display fixtures were supplied by = - 
The pen and ink sketches of varied arrangements Hugh Lyons & Co., Curtis-Leger Fixture Co., and | ; 
of the different lines of merchandise treated were of Hecht Fixture Co. The splendid cooperation of these i * ip: 
especial benefit to the men as they were able to copy firms had much to do with the success of the “45 val 
these sketches in a transparent notebook and take each , school. ieee of 
idea home with them for reference in actual window During the two weeks’ term the school was visited scoiil 
work. Most of the students went home with three by the following prominent men in the retail and whole- : “oa 
thirty-page notebooks filled with upwards of 150 dif- sale field of Boston: Robert H. Graham, merchandise allied p 
ferent fundamental display ideas. manager, Jordan Marsh Co.; Jas. Higgins, manager, “ al 
Such. things as balance, arrangement, grouping, Boston office of Geo. P. Ide & Co.; S. S. Loeb of S. S. iesic 
selection, unit trims, ensemble trims, etc., were made Loeb, Inc., neckwear, Boston, and John L. Brummett, m i> 
perfectly clear to them. Other important phases of vice-president and general manager, Hewes & Potter . A 
practical display such as backgrounds, lighting, display Co., makers of Spur Ties. a. th 
equipment, budgeting and operation of the window These men were so highly impressed with the Myo. 
department were covered in as thorough-a manner as value of the class and the instruction which the stu- @ Pi yr 
possible in the time allowed. dents were receiving that they spent hours listening displa 
There were some men who had had no previous to the lectures. Addresses by a number of the visitors 7; i ; 
experience, while others had been doing display work livened several sessions. he: 
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A View of the Class in Session at Hotel Essex, Boston; Instructor J. Duncan Williams Stands at the Right of the Stage 
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Takes Public Into His Confidence 


(Continued from page 28) 


windows must be torn up and entirely new showings 
arranged. It is by no means a haphazard proceeding. 
Time is an element to be considered. One may not 
keep the window curtained off during the day or early 
evening, for then part of the advertising value would 
lost. The displayman must attend to his window setting 
at night, when folks have gone home to bed and there is 
little traffic on the streets. 

“Everything is in readiness when he enters the 
window, with-shoes encased in soft woolen hose so that 
he will not scratch the polished surface of the floor. He 
knows already exactly what the window will look like 
when it is done. It has all been planned and executed 
in advance. Quickly the work is done. The floor 
covering, if any, is placed, the background is set and 
hung, set pieces are placed, holders and stands for 
drapings are placed, the merchandise is moved in and 
arranged in such a manner as to insure the best effect, 
the lights are turned on, the decorator steps outside and 
views his work, checking up on small details and cor- 
recting them before he goes home. 

“To an art student or one who takes pride in making 
a home attractive the profession isvabsorbing, and much 
may be learned from the displayman. One who knows 
but vaguely the value of publicity can absorb informa- 
tion of infinite value by half an hour’s talk with the 
advertising man at the Diamond.” 

While Mr. Bowen is commander-in-chief of the 
allied publicity forces, the actual window installations 
are under the direction of Display Manager Lynn, who 
designed the decorations and installed the opening dis- 
plays. Coming to the Diamond from one of the large 
department stores of Miami, Fla., he brings to the new 
store the value of this training plus the theoretical ad- 
vantages of a course in decorating. His opening win- 


a dows show his acquaintance with the best in modern 


display practices and give the new establishment an air 
of distinct.on in keep.ng with its aspirations. 


Atkins Contest Greatest Yet Held 


(Continued from page 20) 


Burke Hardware Co., Waukegan, IIl., pulled down a 
$10.00 prize, with Buck, Sons & Windsor, Portsmouth, 
England, next, in position. L. Birkel & Sons, Louis- 
ville, Ky., and W. C. Lyon Co., Durham, N. C., 
were next, being followed by G. H. Hallam, Louth, 
Scotland, and the Stollberg Hardware & Paint Co., To- 
ledo, Ohio. The remainder of the: group of winners 
were: McCreesh, Wallsend, England; Keith Simmons 
& Co., Nashville, Tenn.; C. & J. Urquart, Dingwall, 
scotia and the Garver Hardware Co., Des Moines, 
Owa. : 

The judges were G. Rudolph Miller, of the National 
Retail Hardware Association ; Carl J. Prinzler, Vonne- 
gut Hardware Co., and Paul Richey, Russel M. Seeds 
Co. Awards were made on the merchandise value as 
well as the appearance of the windows. 

The Atkins sales force is already considering inau- 
guration of a 1927 contest, beginning April 1 and run- 
ting until December 31. This would embrace all photo- 
stapiis of window displays madé during 1927. Before 
lunching this the sales organization was polled. 
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Universal Turntables 


Will Double Your Window Sales 
and Put Life Into Your Windows 


rr'coser re 
Less Than 3 Cents a Day 


to Operate 


OVER 


6,000 SATISFIED USERS 





Write and Tell Us Your Needs 





ELECTRIC WINDOW SALESMAN 


46 CORNHILL 


COMPANY, Inc. 


BOSTON, MASS. 














Get Business by Mail 


60 pages of vital business facts and figures. 
Who, where and how many your prospects 


are. 
8,000 lines of business covered. Compiled 
by the Largest Directory Publishers in the 
world, thru information obtained by actual 
door-to-door canvass. 


Write for your FREE copy 


R. L. Polk & Co., Detroit, Mich. 


POLK DIRECTORY BLDG. 


Branches in principal cities of U. 8. 















WHOLESALE & RETAIL 


Moving Clouds, Water Ripples, Ocean ~ 


244 West 14th St. NYC. 


SPECIAL CHARLIE 
FEATURES SI 
tig tone ifing long ave Be, 
WINDOW Stereopticans,” “Sciopticons, ” Spotlight, 
DISPLAY Bunch Lights and Window Spots. 
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How Squibb’s Systematized Displays 


The Waste and Ineffectiveness of Nondescript Installations Ytelds 
to a Well-Ordered Scheme for Thorough Coverage 


By WILLIAM C. KIRBY 


Manager, Trade Service Department, E. R. Squibb & Sons, New York 
An Address Delivered to the Window Display Group of the New York Advertising Club. 
Meeting in Conjunction with the W. D. A. A. 


LTHOUGH the company I am with is old 
in the chemical game, having been manu- 
facturing chemists since 1858, they are 
comparatively new in the national adver- 
tising field and very new in window instal- 

lation. We have been putting displays out for the 
past four or five years, but never attempted in a serious 
way the installation of the displays in drug stores. 
It took us about a year to “sell” our executives on 
window installation work, and after our salesmen had 
helped us out in selling the idea, they allowed us a 
certain amount to try out a trial campaign. 

The reason that we went into window installation 
was the tremendous waste that you all know about on 
window displays. There is a druggist over in Brooklyn, 
who told me if he changed his windows twice a week 
they couldn’t possibly keep pace with the amount of 
material that comes into the store. When we did 
send displays out, what we usually saw was a Squibb 
display with three or four other displays lined up with 
it, so that ours was actually competing with three or 
four other manufacturers’. Dealers make rather indif- 
ferent displays anyway. They put them in a window 
wherever they have room for them and stack a few 
packages in front of them and let it go at that. 

I was always impressed by the windows of a certain 
manufacturer here in New York. . You go down one 
street and you see the same window duplicated in 
ten or fifteen stores in a row. I think it is a very 
impressive way of presenting a window display—to 
have the same uniform treatment and design all the 
way through instead of leaving it up to the dealer. 

Haphazard ways of sending out displays to the 
dealer always lack any co-ordination. One store would 
have a display on one of our products and three stores 
down would have another one that is, perhaps, two or 
three years old that they pulled out of stock. 

After we decided to try out this installation cam- 
paign, we picked the four’ months to do it and I think 
we had about three months to organize the service. 
The first thing we wanted to determine were the cities 
that we would work in, and we finally decided to pick 
only those cities where we were doing newspaper ad- 
vertising, because that would give us an opportunity 
to check the window dresser’s service and see that he 
was installing displays as we wanted them installed. 
We picked fifty cities in the country which represented 
practically every city in the United States of a popu- 
lation of 50,000 and over. Whether or not window 
installation service was available on an organized basis 
was another factor in selecting these cities. 

Now, the next problem we were up against was 
how many windows we would assign to each city, 
and that we worked out, using as a basis the number 





of well rated drug stores there were in that city. Our 
own experiences as to the kirid of co-operation we could 
expect from the dealers, the recommendations of our 
divisional sales managers, the number of Squibb dis- 
tributors in that city and the recommendation of our 
salesmen—all these factors entered into our deciding on 
the number of windows for each city. 

Now, when it came to selecting a window trimmer, 
we had another problem before us. I say it was the 
first time we ever went into installation service and we 
were faced with the problem of which service was best 
in each city. The first thing we did was send out a 
questionnaire to the merchandising departments of the 
newspapers we were advertising in asking them to make 
a survey of their city, to talk to these window dressers 
and send in a full report as to whom they did work 
for, what kind of work, their prices and any recom- 
mendations the paper wished to make. Then we sent 
out questionnaires to the clients of those window trim- 
mers, and, in addition, a questionnaire to our own sales- 
men, a number of whom come in contact with wincow 
trimmers’ and druggists’ comments—and their opinion 
was of value. Between these three sources we finally 
picked the man whom we thought the best equipped to 
do the job. 

When we started our correspondence with the win- 
dow trimmer, we first came to an agreement on a rate 
and needless to say, that rate varied all over the country. 
I think the lowest rate we had was $1.25 and the highest 
$2.75. After the rate and the method of handling the 
display material was decided on, we drew up a rather 
complete contract. It took two or three pages, was 
very impressive looking, and covered every phase of 
the work we expected to be done. 

We also straightened out with the window dresser 
the salvaging operations—whether or not he would do 
salvaging work for us, whether this was incorporated 
in the price he quoted or whether he charged extra for 
it. Where a man’s price was fairly high we attempted 
to work out an arrangement where salvaging would be 
extra. That enabled us to cut the price down on the 
actual installation, and we only paid for what salvage 
we got. ° 

Next we set up a dummy window here in New York, 
and after half a dozen various designs we finally de- 
cided upon a design and combination of colors of crepé 
paper, etc., that set off the display to the best advair 
tage, and from this design we drew up a specificatiol 
sheet. We wanted absolutely uniform windows. 

This sheet was printed on both sides and had tw? 
displays. At the top we had a line drawing showing 
how the crepe paper was to be put up and a mote 
detailed explanation of the arrangement, and dow! 
below the completed window, with specifications of the 
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type of crepe paper to be used, each position and just 
how the packages would be put in so that we would 
have absolutely standard windows. 


We arranged with the window trimmer to send 
two kinds of forms. One we call a report of installa- 
tion. The first copy was sent to me and the second 
copy to our branch offices, which helped us to check 
the window dresser’s work. The third copy we sent 
to th local newspapers and asked the newspapers (and 
most of. them co-operated with us) to go around to 
these windows a few days after they were installed 
and note the condition of the window, what it looked 
like, whether or not the trimmers were following the 
specification sheet, and any other information they 
could add. And a great many newspapers came 
through admirably. ; 

In our contract we also specified that wherever he 
could, a window dresser was to make a small counter 
display. Our main display, the dental cream display, 
consisted of five pieces and in some windows where 
they couldn’t get any small pieces they would take one 
small piece and perhaps build a counter display 
around it. 

The distribution of the display material itself? We 
shipped the window displays and “dummies” to the win- 
dow dresser through our branch offices to save expense, 
and we divided up the displays, of course, in propor- 
tion to the number of windows we displayed in each 
city and in each division. Then from the branch offices 
they made distribution to the window trimmer. The 
crepe paper was shipped direct from the manufacturer. 


Salvaging is quite a considerable problem. In some 
cities it worked out very well. In most of the larger 
cities we had considerable difficulty. We tried out in 
New York a stunt of attaching a return card to the 
back of the display just as an experiment. We asked 
them to do us a favor. We asked them to write back 
and tell us what they thought of the display, whether 
they could offer any criticism or opinions that would 
help us to give them better windows. And then further 
down, we told them to drop this card in the box when 
they were through with the display so that we could 
pick it up. 1 think the return on that was about 10 
per cent. We intend to follow that this year. Out of 
the number of windows we installed in our last cam- 
paign I think the salvage return was about 7 per cent. 


Now, of course, we ran into difficulties. We had 
some difficulty with the druggists and some with the 
window trimmers. The general complaint in our busi- 
ness was, or one of the reasons for the most complaints, 
that the druggists wanted our entire line (we make 
aline of about fifty-two household products) pretend- 
ing they were selling the entire line, and that they 
wanted to display it. We. wanted two particular prod- 
ucts featured. We felt that if a person passes a win- 
dow and sees so many products he gets no particular 
Impression but just a. general impression. After this 
was explained to a number of dealers, they saw that 
Point of view and permitted us to make the display 
as we wished. 

A number of stores gave us insufficient space. We 
had letters from a number of window trimmers telling 
Us of difficulties in that direction. Rather than cramp 
the windows a number of dressers postponed the date 
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until they could get a larger display space. Other 
stores didn’t want crepe paper. Perhaps they had very 
fine mahogany fixtures in their windows they wanted 
to show off, and wherever they requested crepe paper 
left out, the window trimmer left it out. It seems in 
the larger cities druggists are sold on what they call 
stocky windows, regardless of what kind of a conglo- 
merate appearance it makes. They want all the goods 
in the window that it will hold. ‘But we have been 
“educating” our salesmen and they in turn have been 
trying to educate the dealer to the fact that on certain 
classes of merchandise a stocky window doesn’t do, that 
concentration on one or two products will get far more 
than a maze of products with little or no attractiveness. 


I can’t tell you just now—perhaps at a later meeting 
I may be able to give you a better idea as to what the 
actual results were. Our company has run a fall cam- 
paign every year for the past four years known as 
“Squibb Week.” Last year we discontinued it, instead 
conducting.a merchandising drive among our salesmen, 
and the window installation campaign was staged in 
conjunction with that drive. , Of course, the sales went 
up during that period because of the tremendous efforts 
that had been due to the window displays, but we are 
watching very closely the products that we display ; and 
perhaps, within another three or four weeks we can 
determine whether o rnot the displays sold the mer- 
chandise our men sold the dealers at that time. An 
analysis of that issue is being made right now. We 
had one particular product displayed, Liquid Anony- 
mous, which has no advertising support whatsoever, 
except advertising and retailing to the medical profes- . 
sion. That gives us a splendid opportunity to take that 
product and made a pretty good analysis of it. Any 
substantial increase in sales I think can be fairly traced 
to the window display. 


We insisted that our own salesmen pick the stores. 
We had a limited number of windows to put in each 
city and we felt our men were best equipped to make 
that choice of location. So the salesman sent in a form. 
We had them specially printed large enough to stick in 
his pocket—he has enough forms to carry around 
now—and we made four duplicate copies of this. The 
first copy he sent in to the window dresser, mailed it 
direct to the dresser instead of sending it in our office, 
because the men wouid only waste money sending it 
back to us. ‘We mailed the first copy direct to the 
window dresser and marked on there the kind of win- 
dow the druggist wanted. In the lower left hand corner 
we had a short agreement which the manager signed, 
indicating that he would permit our window dresser to 
make the display and that he would leave in two weeks. 
The second copy was sent to.our office, and the third 
copy to the branch office, and the last copy he kept for 
himself. On the reverse side we had a short description 
of the kind of windows we wanted and what the sgles- 
men should do to get them. 

We had a system in the office of keeping track of 
these windows. We had a small index card with five 
positions on it and an index tab, and as the reports 
kept coming in that tab was moved over until it came 
to the last position ,and then it was taken off—and that 
particular store’s program was known to have been 
completed. 
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Home Atmosphere a Furniture Asset 


Showing Suites and Pieces in Surroundings Indicative of Model 
Residence Results in Heightened Appeal 


ATHER a useless repetition of a time-worn 
phrase, it appears to say that the purpose 
of every display is to sell. Nevertheless, 
there is no branch of retail business where 
this fact needs to be more frequently re- 

called than in the furniture field. With all of the match- 
less charm which envelops the beautiful products shown 
on the floors of the furniture house, the marvelously 
finished woods, the shiny veneers, the gleaming metals, 
the warm colors of soft carpets, the displayman does 
not lack the means of creating eye-refreshing and purse- 
loosening spectacles. 

Spectacles they must be, for though furniture is a 
necessity, unless the buyer comes to market fully de- 
termined to buy one piece of merchandise and willing 
to shop and search until the right type is uncovered, 
she must have some pattern to follow—a mental pic- 
ture into which the coveted article will fit and blend 
with the setting. Even in such rare circumstances it is 
invaluable to be able to lay before her an interior dis- 
play in which the goods she seeks are shown at their 
best, so that she may visualize her ideal, or refashion it 
in accordance with the facts. 

Furniture lasts a long time. It is not bought every 
day, and the buyer well knows it. Always she seeks 
sets or pieces that will flatter her vanity and lend at- 
tractiveness to her home. Each piece is designed to 
serve, but rarely does the utilitarian value overshadow 
beauty. The rapid advance of art has been matched by 
its appreciation, and what was yesterday but a hopeless 
dream becomes today’s necessity. Witness the interest 
now displayed by the masses in the period creations, 
and the haste with which designers have taken note of 
this understanding in the production of manifold types 
of furniture patterned upon the most celebrated styles 
of the great handicraftmen of the past. 

While futurism is winning a foothold in architec- 
ture and in painting, the severe and commonplace in 
furniture has beat a hasty retreat before the onslaughts 
of curves and ornate decoration. Delicacy and sym- 
metry have everywhere won favor as better living 
standards have made it possible for the masses to enjoy 
a greater measure of the good things of life. 

To these thousands, just beginning to estimate art 
values, conscious of a yearning for beautiful homes, 
though scarcely competent to determine just what 
should enter them to give them the charm and ocular 
appeal which is desired, the show window holds im- 
measurable interest—if it rises above mere presentation 
of pieces. 

Such a dinifig room as the Select Furniture Co., of 
Pittsburgh, recently fashioned serves as a noteworthy 
example of modern practice. French doors, yielding a 
glimpse of an adjoining living room, and arches in the 
background, presumably leading into bed rooms, en- 
velop the display in a home-like atmosphere. Over the 
buffet, placed between the two arches, is a large tapestry 
hanging, giving a touch of color to the light-hued walls, 
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A Gorgeously Colored Sunburst Given Further Loveliness by 
Alternating Plays of Colored Lights Marked This Victor 
Window by E. Russell Smith, Ensenberger’s, Bloomington, Ill. 
while bracket lighting fixtures, flanking it, add to the 
interest of the surroundings. In the center of the fore- 
ground stands a square table, bearing a silver fruit bowl, 
while around it are four chairs, the host and guest 
chairs at either end. In the extreme left background 1s 
a china closet placed between the smaller arch and the 
French doors, and close beside it is one of the wrought 
torcheres which flank these portals. 

This truly is a dining room. The viewer is not 
forced to summon her imagination to her aid in seeing 
just how the furniture will look in a commodious room. 
Before her stands the room, lacking only a gleaming 
cloth and its silver and china accompaniments to become 
a festive center for her guests. 

Such a window is a stage into whose midst the 
actors may momentarily stroll. And it is not hard for 
viewers to visualize themselves as the actors and to fee 
the enjoyment of their roles. : 

When Harold Braudis fashioned the music window 
shown in the center unit of the accompanying illustra- 
tion, this able displayman, who is now in charge of 
windows for Harry Katz, Inc., Oklahoma City, did not 
stop with a mere exposition of pianos and victrolas 
He gave his instruments life through the use of wax 
figures, that were so posed that the passer was sur 
prised to find himself halting to listen to their “music.” 
The wax soloist seems to be on the verge of het 
opening strain. The pianist model, posed with fingets 
on the keys, turns as if to appraise the harmony. The 
figure at the phonograph is so natural that you cal 


April, 1927 













April, 





almos 
you v 
TI 
ability 
a disp. 
windo 
ories ¢ 
of ins 
presse 
portra 
for the 
a desir 
compe 
selling 
An 
with a 
urge, 1 
at En 
Ill., las 
Smith. 
backer 
he shor 
remark 
main 
in delic 
here at 
star, W 
flashed 
Beneatl 
outline 
edges 
lighted, 
seeming 
roofs. 
their ca 
board; 
paints, 
parently 
little to 
across ¢ 
ism by | 
Blue flo 
and gav 
the spec 
The 
“Christ 
forceful 
equally 
monious 
“Tune j 
tion anc 
carols.” 
—timely 
ever the 
was ther 
ahead ay 
time-hal 
Takit 
devoted 1 
by the er 
I gold ¢ 
Tays alte: 
tion of C 
Placed or 

































927 Hl April, 1927 


of almost hear her say, “What do 
you want to hear next?” 

This is no waste of time or 
ability. Passers remember such 
a display when mere merchandise 
windows have become but mem- 
| ories of the displayman. Names 

of instruments are indelibly im- 
pressed on their minds in these 
portrayals, which likewise create 
for these products an interest and 
a desire which protect them from 
competitive offerings and make 
selling easy. 

Another virile music window, 
with an especially strong selling 
urge, is the radio display installed 
at Ensenberger’s, Bloomington, 
Ill., last Christmas by E. Russell 
Smith. Here, against a double 
background, completely boxed in, 

2 he showed a single radio set in a 
ry remarkably effective fashion. The 
main background was colored 
in delicate blue, with crystal stars 
here and there, while one large 
star, with an electric light inside, 
flashed intermittently at night. 
Beneath this orb was the cut-out 
outline of an ancient village, 
edges of the buildings high- 

, lighted, the light of the large star 
ess by ° . 
Victor Me scemingly focused upon their 
on, Ill. MM roofs. Three “wise men” and 
o the Mm their camels, all cut out of wall- 
fore: (board and costumed in bright 
bowl, J paints, appeared to the left, ap- 
guest #™ parently traveling towards the 
ind is MM little town, their pathway lying 
d the #M# across a sandy vista, given real- 
ought fi sm by real sand and palm trees. 

Blue floodlights lighted their way 
is not Mm and gave an appropriate tone to 
seeing fmm the spectacle. 
room. The whole setting spelled 
aming Christmas,” reverently but 
ecome MH forcefully. And the tie-up was ; 
equally forceful and yet har- s*apet? 
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st the monious: A window card urged, DISPLAYS REPLETE WITH THE HOME INFLUENCE—Top, a Perfectly Appointed 
rd for Tune in on your favorite sta- Dining Room Shown by the Select Corporation, Pittsburgh; Center, a Music Window 
‘o feel MM tion and hear these Christmas With a Remarkable Fidelity to Life Installed for Meekins, Packard & Wheat, Spring- 


carols.” There was the message 
indow Hj —timely, terse and effective. If 


we ever the passer wanted the long-wished radio set it 
x a was then, with the thought of a quiet Christmas night 
1d no 





ahead and the craving for the.soothing strains of the 
time-hallowed carols. 
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Taking an entirely different course in a window 
devoted to records, he gave these difficult wares interest 
by the creation of a double background, with sunburst 
In gold cloth, lit up by colored floodlights. Red and blue 
Tays alternately played on the fabric, causing a varia- 
tion of color that riveted the eye. The records were 
place’ on low stands, so that all the tifles were legible. 









field, Mass., by Harold Braudis; Christmas Radio Display With an Ecclesiastical Back- 
ground Produced by E. Russell Smith, Ensenberger’s, Bloomington, Ill. 


The Victor Orthophonic Credenza is shown in the 
opening of the sunburst with the official trade-mark 
in oil above. Two Victor dogs grace the background’ 
on alternate sides. 

The beauty and attractiveness of the bungalow or 
mansion, and the attendant love of its dwellers for its 
confines, are linked together. Relaxation is home’s 
balm for tired toilers, the intimacies and confidences 
of the home circle the creators of its sentimental ap- 
peal. These themes, handled adroitly, will always 
bring spectators to furniture windows. 
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New “Diamond” Has Model Fittings 

Concealed Lighting Fixtures, Ultra-Modern Windows and Latest 
Ideas in Show Cases Distinguish West Virgima Store * 7 


HE “Diamond,” Charleston’s (W. Va.) new store, , 


is characteristic of the retail establishments 
which are rising as progress dictates increased 
floor space. The new building gives to Charles- 
ton shoppers every modern convenience, and 
furnishes the last word in scientific arrange- 
ment of the various departments with particular attention to 
the needs and demands of those who will make use of this 


portunity to inspect the goods displayed while passing. Then 
there is a delightfully arranged arcade which permits 
shoppers to further look among the articles on display. The 
arcade is so arranged as to permit patrons to inspect goods 
and materials which are not only placed in the reat display 


‘ windows, but also those in the front windows which are 


visible from the main street. 
Entering the store through one of the two large doors, 





new and greater business institution. the pleasing impression one has gained from the outside is P 

The windows are illuminated with concealed lighting fix- further accentuated by the conveniently arranged display . late d 
tures, the building perhaps the only one in the city of Charles- cases and tables placed about the large room. The main me whi 
ton which has made use of this scientific method of illumina- floor extends across the entire width of the building from even in tl 
tion. The advantage of concealed lighting is immediately north to south. All of the aisles have been established to dentally 
seen when the electric current is flashed into the latest type allow the easiest of access from the entrances. 
lamps. There is no glare to displease the sight and the effect The second floor houses the needle work, ready-to-wear, Re 
is to present colored materials and fabrics in their true millinery, corsets, etc. Here perhaps more than anywhere vispla 
colors. Merchandising experts declare that this system, as else, one is impressed with the outstanding equipment. The neath : 


compared to the former. method of display lighting, comes 
closely to the incomparable effect of daylight, in which colors 
are more easily distinguishable. 

The display windows are in several sections, three of them 
being clearly visible from the street, giving patrons an op- 








cases used for the ready-to-wear are so arranged about the 
front of the large room as to allow the establishment of 
commodious fitting rooms. These rooms are as comfortable 
as milady’s boudoir in her own home. The big cases are 
rectangular in shape and the corners provide a small space 
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A View of the Street Floor of the “Diamond,” Charleston, W. Va., Illustrating Its Show Case Equipment 
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for display purposes, being sufficiently large for placing wax 
figures inside, if deemed advisable by the display experts. 
The equipment includes a°series of small fitting tables, 
with handsome mirrors, similar to the dressing tables one 
might have in her own room. The millinery tables are also 





An Exterior View of the New Building 


of late design, having polished railing along the ends and 
sides which would prevent any hat from falling to the floor 
even in the event that one of the small tables should be acci- 
dentally shoved to one side by customers. 





HAIRDRESSERS GIVE EAR TO DISPLAYMEN 

Displaymen shone during the past month in two gather- 
ings of hairdressers marking rallies of eastern and mid- 
western bodies. At Chicago, the Chicago and Illinois Hair- 
dressers’ Association met at the Hotel Sherman in the Louis 
XVI Room, over four hundred strong. A feature of the meet- 
ing was a twenty-minute address by W. L. Stensgaard, presi- 
dent of the I. A. D. M., who spoke on “Selling the Desire 
for Beauty.” A display demonstration by Dan Hines, of the 
Stewart-Warner display staff, and screening of slides by 
L. A. Rogers, I. A. D. M. secretary, followed. 

In New York, seven days later, the American Master 
Hairdressers’ Association and the New York Ladies’ Hair- 
dressers’ Association met in joint convention at the Hotel 
Commodore. A short address on “Making Your Waste 
Space Pay” by O. C. MacLeod, display instructor at New 
York University, was a feature of the opening session, and 
the executives thought so highly of Mr. MacLeod’s ability 
that he was chosen as chairman of all of the sessions. 
MacLeod holds an enviable reputation as a specialist in beauty 
shop displays that compel attention. For several years he 
has studied and experimented with hairdressers’ windows 
and has evolved a series of the most interesting and in- 
spiring windows in this line which have yet come to light. 





TO INSTALL ADVERTISING WINDOWS AT MEET 

The Detroit Window Display Service, Detroit, Mich., of 
which R. V. Wayne is manager, will install national win- 
dow display installations in all available windows during the 
I. A. D. M. convention in June. This will afford the visiting 
(isplaymen an opportunity to. see the excellent window dis- 
play showing that the modern window display service is 
Siving national advertisers. The showings will be diversified 
and will exemplify the attention-compelling effects that can 
% produced quickly and cheaply and at a cost that will 
Surprise the ordinary windowman. 



















WEISS JOINS BODINE-SPANJER-JANES 
S. R. Weiss, for nine years with the Decorators Supply 


hicago, designers and manufacturers of window and store 
coratives. He has enjoyed a long career as display critic 
ind counsel preceding this with over twenty years employ- 
fnt as a State Street windowman. 


oMpany, is now with the Bodine-Spanjer-Janes Company, - 
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Make Your Window Attractive With 


Artificial Flowers 


Artificial Fruit 
Baskets 


Background Papers M eo 
1 


Borders 
Bilt-Wel Board 


Birch Bark Strips 


Card Holders 
Chenille Roping 


Color Attachments 


Flood Lights 
Foot Lights 
Gelatine 

Glass Stands 


Glass Shelves 


Glass Heel Rests 


Grass Mats 


* Pedestals 


Papier Mache 
Novelties 
Price Tickets 
Plushes 
Reflectors 
Revolving Tables 
Scenic Paintings 
Show Cards, 


lline Draping 
oth 


Spot Lights 
Strip Lights 
Stix-Wel Glue 
Tinsel Flitter 
Thumb Tacks 
Valances 
Velours 
Velour Papers 
Vines 

Wood Carvings 


Wood and Metal 
Fixtures 


Wrought Iron 
Stands 


NEW AND UNIQUE IDEAS FOR 
SPRING AND SUMMER DISPLAYS 


Register Your Request for our Catalog No. 41 at Once 


Doty & Scrimgeour Sales Co., Inc. 


148-152 Duane Street 


New York 


Phones: Whitehall 2737-2738 


“Everything for Better Window Displays” 


























pose. 


any 
Printed 


on counter, p { 
Instantly describes and prices 
to $999. 


attractive, 


article 
in colors, 
durable and inexpensive. 


PEERLESS CHANGEABLE 
DISPLAY CARD SETS 


Price, 2 Complete Sets, $2.75 
SATISFACTION or MCNEY BACK 
E. M. BERG, Box 698 


WICHITA FALLS, 


table or 


from Ic 


TEXAS 


“In 60 Seconds I Will 
Make Any Display 
Card You Want!’’ 


Ever-ready and instantly adapt- 
able for any display card pur- 
Used over and over again 
window. 
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For Beautiful and Attractive 


SPRING DISPLAYS! 


Use richly patterned fabrics that will attract 
passers-buy to your windows. 


FLOWERED MENDELINE 


Beautifully embossed rose and spider web design 


in a variety of color combinations. 


ROSE PATTERN SATIN 


Designed in colorful groups of lifelike roses on a 
background of black satin. 
Our fabrics are handled by the largest display fix- 
ture dealers, who will be glad to show you our line 


MENDELSOHN’S TEXTILE CORP. 


156 West 45th Street 





New York 
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Uniformity in Window Cards an Asset 





Keeping All the Boards Used in a Battery of Displays to Same 
Styles and Dimensions Causes Good Passer Reaction 


| By JOHN A. GILBERT 
Advertising and Display Manager, Barnes-Wood Co., Colorado Springs, Colo. 


N the battery of twelve windows under my 
charge I find it advisable to use my cards 
in series having all twelve about the same 
style and layout for each showing. This 
is a hobby I also follow in arrangement 

of my windows concentrating on one item when we 
wish to put over a line strongly at the beginning: of a 
season. 

My cards are small and they make much use of the 
penned line. Notwithstanding the fact that they are not 
as conspicuous as some would advocate, they carry the 
color necessary for attraction, are lettered in large 
legible characters and so tersely phrased that not a 
vestige of their message can be missed. 


When you consider the fact that the demand for 
attention made from all sides rather discounts volume 
and magnitude, it may be conceded that the small card 
has its place. Adherence to lettering styles that call for 
no special mental effort in perusal, straight lines in 
bordering and panels that are decorative without the 
taint of futurism or any other “ism,” give them an ap- 
pearance that is refreshing and satisfying. This, after 
all, is the foundation of pulling power. 

Color is used sparingly to tempt the eye, red and 
blue often being employed in the circles and panels 
which constitute the chief decorative devices of my 
layouts. When used in borders the vivid lines seem 
to hedge in the vision focusing it upon the message. 
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Six Diminutive Window Cards Executed by Mr. Gilbert Which Reveal the Strength and Dignity of His Style 
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WHITE 


126 TO130 . DAYTON, 
E.THIRD ST. e OHIO. 
and Supplies 


Che House of Fertect Stroke Brushes 
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At last—a high quality white Ink 
for all makes of Pens and Air 
Brushes. It flows freely and covers 
well on any dark color. Send a trial 


order today. 
28 


2-oz. Bottle, 40c each; per dozen, $4.25 


Style No. 
Y-Pint, $1.50; Pint, $2.50; Quart, $4.00 
f. 0. b. Dayton 
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The Superiority of 
Sho-Card Board 


The unsurpassed Dull Finish working surface, 

together with the 27 Magnificent Colors, ex- 

plains to Card Artists, users of Sho-Card Board, 

why the demand is spreading to Card Artists 
throughout the world. 


SAMPLES AND PRICES UPON REQUEST. 


Manufacturers of Royal Crest Products 
Sho-Card Board (Dull Coated) Litho. Blanks (Dull Coated) 
Poster-Coat Boards (Dull Chinatex Display Boards 

Coated) Frieze Display Boards 
Pia-Card Boards (Dull Coated) Lava Display Boards 
Sign Crafters’ Blanks (Dull Adelphia Display Boards 

Coated) Ripple Display Boards 

Mat and Mount Boards 
Illustrating and Drawing Boards, etc., etc. 


HURLOCK BROS. COMPANY, Inc. 


Office and Works 3435-39 Ludlow St. 


* 








Attractive 
Show Cards 
Pull in 


the Business 






With the Famous 
Paasche H-2 Airbrush 


you can give your show 
cards a_ reputation for 
color, beauty and distinc- 
tion. Get the better busi- 
ness that such a reputation 
brings. 


1902 Diversey Parkway, Chicago, Ill. 


54 Dey St. 


New York, N. Y. Los Angeles, Cal. 








411 Douglas Bldg. 
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The Pace of Buying Has Changed 


Leisurely Inspection of Goods Common a Few Years Ago Gone 
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Forever—T oday They Buy Fast and Follow Display’s Suggestions 
By H. MALOTT 


Secretary, Detroit Show Case Co., 


In the days of Old Dobbin buying was 
done leisurely. When people came in to 
buy, they took their time and waited pa- 
tiently as the clerk searched the shelves, 
pulled out one item after another and 

spread them on the counter for inspection. 

Except for rare instances, this mode of buying has 
been superseded by a more rapid procedure. Person 
after person walks into a store, looks into the display 
cases, sees what he wants, and buys. The smaller and 
more inexpensive the article, the more the sale of that 
aricle is dependent on how well it is displayed and the 
good impression it creates through its display. 

It is important to remember also that the average 
income per person has increased tremendously within 
the last fifteen years. It follows that if people earn 
more money, they will spend more, and that is actually 
what is happening. It is an ordinary occurence to 
see a lady walk into a drug store to buy a tube of 
tooth paste, and, while she is there, purchase a hair 
brush, comb or fountain pen in addition. When she 
goes in she has no intention of buying these additional 
articles, but, seeing them displayed, she realizes that 
she needs them and buys. 

Watch the women who go shopping. They have 
lists of things they intend to buy. But if you can see 
them after they return home, you will find that they 
bought many more things than they had on their 
original lists. Good displays reminded them that they 
needed these extra articles. 

These same facts hold true, not only with women, 
but with men also, in every line of business. It is no 
longer enough to tell about merchandise to let people 
know you have it; it is necessary to display these 
goods, and display them in such a manner that they 
will be shown to their greatest advantages. 

I can hear some merchants saying, “That’s all 
right for the department stores, but my problem is a 
different one.” Is it? The large department stores of 
our metropolitan cities are the best retail merchan- 
disers, as a rule. You can study their sales and mer- 
chandising methods. By applying those phases of 
their operations that can be duplicated in your own 
business, you will profit and speed up the annual stock 
turnover. 

The first thing that strikes us as we enter a well- 
conducted department store is the exceptionally good 
lighting. Every object in the entire store is easily 
visible where it is placed. This not only promotes a 
cheery and welcome atmosphere, but also makes it 
extraordinarily easy for merchandise to be seen, se- 
lected and bought. 

Another feature that we notice is the definite ar- 


Detroit, Mich. 


rangement of stocks—shoes in one department, shirts 
in another, dresses in a third, and so on. Once a per- 
son has been in the store, he or she knows that rib- 
bons are found displayed at the left side of the store, 
just off the main aisle; underwear to the right. This 
arrangement is varied from time to time, to add a 
feeling of newness, and everywhere, at strategic 
points, are small bargain counters and display cases. 

Don’t overlook these bargain cases. They serve 
a three-fold purpose: First, to sell more merchandise; 
second, to hold the customers in the store as long as 
possible; third, to keep people circulating through 
the store from one bargain to another. 


But the main feature is offered in the display cases 
that line each aisle on both sides. Study these cases. 
The goods displayed in them are simply and tastefully 
arranged without crowding. Every article in each 
case is plainly visible. This is one point worthy of 
emphasis. One fault common with many smaller re- 
tail dealers is that they try to crowd too much mer- 
chandise into their display cases. They make the 
goods displayed difficult to look at and crowd them 
in such a manner that selection is practically im- 
possible. 

We must remember the point made in the open- 
ing paragraphs of this article—that buying today 1s 
done at a rapid pace. Consequently, a simplified ar- 
rangement of merchandise is absolutely essential to 
immediate action. 

It is far better to have just enough in a display 
case than too much. It seems that this point should 
have impressed itself upon retail merchandisers long 
before this time, but we see this fault so very fre- 
quently that we feel the repetition is well worthwhile. 


The same applies to keeping the glass spotlessly 
clean. Yet many merchants are consistent trai 
gressors of this rule. On a recent visit to an uptown 
dry goods store in Detroit, I was astonished to find 
that the glass in the display cases in that store had 
not been cleaned for weeks, one reason ‘(of many) 
why this store is still in the small store class after 
many years of operation. 

Lighting of the individual cases is another im- 
portant consideration. The lighting should be sufi- 
ciently strong to show up every article in the case 
to its best advantage. The lower shelves should be 
as easily seen as are the upper ones. The lighting, 
however, should not be so strong that it will hurt the 
eyes. This second fault is less prevalent than the first 

Arrangement of the articles in the cases was met: 
tioned. What kind of arrangement should you use! 
That is up to you entirely. It still remains, none the 
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less, that a simple, free arrangement is much more 
desirable than a stilted, tricky one. 

Week in and week out, a definite number of people pass 
your store. Perhaps one out of a hundred comes in to buy. 
Probably a second person out of that hundred is attracted 
inside your place of business by your window displty. This 
second person comes in to inquire and “shop,” and if he or 
she finds the articles being sought a sale is made. 

Many merchants are satisfied to get the same volume of 
business they have been getting for years. But did it ever 
occur to you that by adding to your exterior display space 
with outside display cases you can increase thes number of 


rts people who come into your store, make the third person out 
er- of the hundred come in to inquire and buy? Many mer- 
“ib- chants use these outside display cases to exhibit bargains 
or leaders, but they serve also as a very interesting means 
ee, by which to display staple merchandise, 
his Outside display cases have the advantage of being able 
1a to concentrate interest, whereas in a display window it is 
gic much more difficult to get the same idea across with the same 
es, amount of sales punch, due to the number of articles dis- 


played. 
If you will bear in mind that anything that makes buying 
easy will benefit your business, you will have gained some- 


as thing that will eventually put you far in front of your com- 








igh petitors. There are other elements of good business that 
enter into the situation. But there is no room to touch on 
them in this article. On the whole, if the same sound prin- 

1Ses ciples that have pushed department stores to the front are 
Ses, applied to your own business, you will profit in proportion 

j to the effort and thought you put forth to carry them out. 
ully And remember that the buying pace has changed. Make 
ach is easy for your customers to buy and they will buy—not 
r of only what they came in to purchase, but more. 

Te 
ol Summer Windows In Jacksonville 
hem Sports and Sporting Events Are Promoted 

bin By Ably Fashioned Displays 

By R. C. BALZER 
pen- Display Manager, Levy’s, Jacksonville, Fla. 
y 1s AY WILLIAMS at Cohen Bros. put on a bathing 
| ar- suit window on March 23 and it was good. He 
1 to had nine wax figures representing both sexes and 
all ages, grouped in a Laura Street window under 
real palm trees. Beach umbrellas and Japanese lanterns, 
play also a representation of the Jax Beach Inn and Bath House, 
ould MM Went into this display. The floor was covered with sand 
long and the window, as a whole, should be very effective in the 
fre. promotion of bathing suit sales. ‘ 

: Another of his features of recent construction was a 
rhile. HE Dutch windmill created out of cretonnes and so handled that 
essly Mgt undoubtedly proved a “bringer home of the bacon.” 
rans- _My good friend, “Pete” Breslin, at Furchgott’s, has a 
town window with forty loving cups in it. These silver trophies 

find are to be awarded to prize winners in the races to be held 

2 Apri 12 to 27 by the Florida Yacht Club. These races always 
_ had i draw well and are entered into by people of high standing. 
any) The entry list usually contains names that stand for many 
aftet ili Some of the foremost rich men of the south par- 

ICipate. 

: _Donald E, Springer, formerly of the Porter Clothing Co., 
- Im ME Birmingham, Ala., is succeeding Display Manager Camp- 
sufi Mell at the local unit of the Porter chain following the latter’s 
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GONDA MAKING WORLD TOUR 





ting, ; ns ‘ , : 

‘ is Owing to failing health, Francis D. Gonda, vice-president 
rt t of the Einson-Freeman Co., New York City, manufacturers 
, first. Bf lithographed display material, is leaving for a world tour 


and will be away for nearly a year. Mr. Gonda has been very 
active in display activities, has contributed articles to the 
fading advertising journals, and will have the best wishes 
of his many friends and associates. 
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SMALL 
Jf RESERVOIR 
‘Over marking tip’ 
SPREADS THE INK 
EVENLY AT ANY SPEED 





RESERVOIR % 
4 with afip 
FEEDS INK TO TIP 
ONLY AS IT IS USED 


















FLEXIBILITY 
OF FEEDER A 
GIVES AUTOMATIC 
ADJUSTMENT FOR 
ALL KINDS OF INK 
Makes Cleaning tasy” 

for sale by dealers everywhere - -Aanufactured and Distributed by 


C.Howard Hunt Pen Co..Camden,N.J.%a 


BR English Orders filled: by Henry CButler ; Aston Pill, Hawarden, England 


WOLD AIR BRUSHES 


—” SPEEDBALL 
iS THE Only PEN 
WITH A RESERVOIR 


S@HOM TR OCRE CHES MCE SHOES RE CRORE CEO RE OU SC BE 
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Wold Air Brush Mfg. Co. 


2173 N. California Ave., Chicago, II. 











Send 2c for Sample Tube NEW WOLD LAMP BLACK 








Show Card Writers and Window Trimmers 


Mayer Brushes and Moist Water Colors Give Con- 
tinuous satisfaction. We invite your correspondence. 


Address JOSEPH MAYER & CO. 
25 East 14th Street New York, N. Y. 











Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 
$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 











DECORATIVE PAPER 
AND CARDWRITERS’ SUPPLIES 


3) OG he) (07, BS) O) 3 od Be a LO 


Baltimore and Front Sts., Baltimore, Md. 
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Another Since it has become apparent that the win- 
Kind of dow is an advertising medium, manufac- 
Tie-up turers and retailers alike have sought a 

means for linking up publicity of pane and 
printed ‘page. In almost every case the tie-up has been 
on the window end, reference to the printed media 
being obtained either through posters or prominent 
placement of reproductions of the advertiisng. It is 
interesting to note that this practice has now been re- 
versed by Wanamaker’s Philadelphia store. 

In promoting a February furniture sale an ad was 
used in which was introduced eight photographs of 
Wanamaker windows showing furniture, each devoted 
to the outfitting of a particular kind of room. The 
heading of this ad was, “Have You Seen the Furniture 
Windows at Wanamaker’s Forecasting the Great Feb- 
ruary Sale?” Each window was labeled with the street 
on which it appeared and each carried copy descriptive 
of its display. This copy gave the prices of the mer- 
chandise pictured, 

General copy appeared at the right of the windows, 
which were set two abreast down the page. This copy 
read in part: “Forty Windows Showing Wanamaker 
Furniture Give But a Small Idea of the Assortments 
to be Offered in the Great February Furniture Sale. 
Eight of These Window Displays Are Reproduced on 
This Page.” 

Here is human interest copy with a,vengeance. At 
the very best, advertising can do no more than bring 
the buyer into the market, and often the pulling power 
of the display window turns him aside from his orig- 
inal destination into the doors of a rival concern. 
Wanamaker’s shoot straight to the mark, creating in- 
terest in the furniture as featured in their great bat- 
tery of windows, which is strong enough to bring the 
furniture buyer directly to the windows before at- 
tempting comparison with competitors’ offerings. At 
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Title Registered U. S. Patent Office. . 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
C. R. ROGERS, Editor 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
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the point of puchase in front of these windows, if the 
arrangement of the displays is not strong enough to 
close the sale, the great mercantile concern can throw 
all the blame on the display department. 

The interest in this plan rests in the fact that it 
acknowledges the province of the copy to be pri- 
marily a means of bringing customers to the store 
and recognition that the province of the window is to 
convert these shoppers into buyers. This analysis 
sustains the contention of the leading displays experts 
and illustrates a publicity plan which far outstrips the 
customary mode in efficiency. 





Display Eighty-one per cent of the store show 
Efficiency at windows are mere jumbles of unrelated 
Low Ebb and discordant articles of merchandise, 


while only about 4 per cent are arranged 
artistically and have trade-drawing power,” asserts 
J. W. Searson, a professor in the college of business 
administration of the University of Nebraska, who in 
the three years has gazed at some 800,000 store fronts 
in this country. 

Effort was made in 120,000 of these windows to 
arrange the goods artistically with the idea of inciting 
a desire to buy but a more complete survey disclosed 
that only about 50 per cent were actually successful. 

In many cases Mr. Searson found no special appea! 
or even an attempt to make the observant window shop- 
per create within himself a desire to purchase. © 

“Successful mercantile houses ordinarily have the 
best windows,” this professional “peeper” declared, 
“yet out of the total number of windows visited only 
32,000 or four per cent were trade pullers.” 

Mr. Searson’s research work also led him inside 
the stores where he found the results even more apall 
ing. Reports to chambers of commerce and other bus" 
ness groups throughout the country disclosed that 
but 7860 cases or 6.3 per cent, were the custome 
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treated with courtesy and hospitality whether they made 
a purchase or not. 

Customers showing an inclination of buying caused 
the percentage to increase to 16.2 while in 19.6 per cent 
of the cases there was only a slight effort along these 
lines. 

The attitude of the clerks and proprietors ran from 
an indifferent to a hostile attitude in 57.7 per cent of 
the whole or in 69,756 cases but where the service was 
more or less of a personal nature the highest courtesy 
was found such as in barber shops and beauty parlors. 





The gigantic structure of life and in- 


Insurance 
Has Its demnity insurance has been constructed 
Fling largely through the untiring labor of a 


vast army of salesmen. With an energy 
and a fortitude which few outside of the insurance 
profession can estimate, these men have carried the 
message of protection to the masses, popularizing a 
despised and misunderstood service until today the 
average man accepts the need for insurance without 
question. 

But the surface has merely been scraped. Despite 
the imposing volume of insurance in force, the measure 
of protection which it affords is slight in proportion 
to the life and property values represented. The 
American people have indorsed the principle of pro- 
tection, but have not wholeheartedly accepted it. 

The leaders among insurance executives as they 
have become cognizant of this fact have begun to 
realize the need for creating wider appreciation of 
their service. They have found that their policy- 
holders appraise the worth of life and health too 
lightly; they realize that if they are to correct this 
view, publicity that will reveal the need for insurance 
is a necessity. 

The initial result of this conviction has been 
employment of thousands of dollars worth of white 
space in magazines to disclose the hazards which de- 
pendents must: assume when the bread winner’s life 
is not properly protected. It was only a question of 
time until this campaign would be reflected into the 
show window, and the first developments in this direc- 
tion have already been made. 

This month The DISPLAY WORLD relates the 
story of the State Life Convention Contest at Okla- 
homa City, in which E. H. Lisle and brother display- 
men visualized the destitution and the despair into 
which wives and children are plunged by the untimely 
death of the bread ‘winner. With a force which 
printers’ ink can never muster, their windows depicted 
the agony of the widows and orphans. The heart- 
breaking readjustments, the lowering of living stand- 
ards, and the struggle to eke out a bare existence 
were so fittingly portrayed that thousands of passers 
jammed the sidewalks for a glimpse of the harrowing 
spectacles. 

This is but the beginning. Just as public utilities 
have begun to realize the value of their display space 
asa means of furthering business, the great insurance 
Companies may be expected gradually to enter the dis- 
play field with the purpose of visualizing the value 
and satisfaction of protection. In dramatic settings 
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they may find a long-sought medium for breaking 
down “prospect” sale resistance, an aid which has 
been sought by insurance salesmen for fifty years. 


Let the Every critic of window technique agrees 
Camera Be that the closer to the line of vision that 
the Judge small goods is elevated the greater is its 

attractiveness and sales possibilities. Very 
few authorities will contest this assertion yet how many 
jewelry displays, how many showings of gifts, hand- 
bags, gift cards, pens, clocks and similar specialties 
consistently appear spread all over the floor of window. 

The line of vision is admittedly down but where 
minute inspection is required this comforting knowledge 
is apt to delude merchant and displayman alike into 
dangerous apathy. The camera is one of the best means 
of verifying ideas regarding vision and its human scope. 
Its artificial eye scans the horizon very much as does the 
human organ and if it finds the low lying display hard 
to photograph it may be safely assumed that the passer 
finds the same difficulty in grasping the features of the 
showing. : 

Getting the goods up means insurance for their pres- 
entation. Plateaus, platforms, stands, steps! Any de- 
vice to elevate the ware adds to its attractiveness, the 
number of its viewers, and buyers. 








A Drug Store’s Drug stores have their sales, but 
Spring Opening have not yet found it expedient to 
Strategy join the apparel stores in their sea- 

sonal openings. Somehow, tooth 
paste and shaving soap, cold creams and toiletries 
travel along at even speed through most of the calen- 
dar’s cycle. But with stores all about them brighten- 
ing their windows with new spring attire and deco- 
ratives, it is not strange that druggists would seek 
means of joining in the openings. 

Paul W. Johnson, display manager of the Owl 
Drug Co.’s Fresno stores, blazed a trail for his firm 
when he installed the first “drug opening” windows 
in the history of this progréssive California city. 
Joining in the February opening movement, he utilized 
the ensemble idea showing powder puffs, face powder 
and ladies’ hats against a special background. The 
millinery was cheerfully loaned by a neighboring 
store and both organizations profited through the in- 
terest which this novel window provoked. 





Proving That That the world moves is proved by 


the World the swath cut in the Schenectady 
Moves (N. Y.) Window Night Contest by 

the Adirondack Power & Light Cor- 
poration. Windowing the strong points of eléctric 


refrigeration, Display Manager Robert M. Angell 
produced such an interesting display that the contest 
judges awarded him the grand prize. 

Not so long ago the public utility window was a 
novelty and the space now dedicated to display was 
but a means of affording sunlight to the office or sales 
room. That the art and experience of the department 
store and specialty shop displaymen of a city as large 
as Schenectady may be humbled by a public utility 
window decorator proves conclusively that the old 
order is passing. 
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Spring Openings Gird Continent 
(Continued from page 17) 


Franklin, Pa., celebrated one of her semi-annual Window 
Shopping Nights with usual success at the conclusion of 
St. Patrick’s Day. The public turned out in large crowds, 
unhindered by weather conditions—mild and springlike—and 
made the rounds, pausing before the windows to get a new 
idea of what the progress of ingenuity and industry, ever 
anticipating the wishes of this same public, had provided. 

The Rotary Club Boys’ Band and Drum Corps was heard 
on the streets for the first time this season. Innumerable 
expressions of admiration were heard as the people, singly 
and in groups, passed along freely voicing their preferences 
and unofficially pronouncing judgment. 

The displays did not this time run so much to the elabo- 
rate mechanical effects sometimes seen, but how they could 
have set forth a better idea of what the local resident has 
right at hand ready to meet his needs in any phase of life 
would not be easy to surmise. Decorations were effectively 
employed, but were repressed so that they never over- 
shadowed the main purpose of the windows, that of giving 
a clear and convincing idea of the stock of goods carried 
by the establishment. There were nearly ninety individuals 
and firms taking part in the competition for the awards. 
Three judges, all from Oil City, and all selected and an- 
nounced previously, made the rounds of the exhibits, and 
later in the evening, after conferring at the Chamber of Com- 
merce rooms, announced their verdict. 

They were W. J: Wollard, Alfred Hoat and A. C. Web- 
ster, and they rated the displays 40 per cent on sales value, 
20 per cent on arrangement, 15 per cent on color harmony, 
15 per cent on lighting, and 10 per cent on general appear- 
ance. 

Franklin’s event is supervised by the Retail Division of 
the Chaniber of Commerce, and has been repeated annually 
in the spring and fall for five years. The parading bands add 


to the gala atmosphere of the evening, says C. C. Stoke, of 


the Harry B. Bradley store, who reported the celebration. 
His store won first prize in the dry goods store division. 

A new idea was tried out in the Keokuk (Iowa) spring 
opening, held March 23-24-25, according to W. E. Helms, 
executive secretary of the Chamber of Commerce. “We are 
going to use some such combination as ‘Retail Merchants’ 
Division’ in this connection,” he writes, “placing one letter 
in a store window and offering two prizes: First, to the 
one who assembles the letters giving the correct words with 
the location of the letters; second, to the first person who 
brings in a correct list of the letters and their location. 
No prizes are being offered for the best window displays; the 
committee has decided to spend this money on the Style 
Show which will be held three evenings in connection with 
the program at the Grand Theatre.” 

Fifty-two stores participated in the Waterbury, Conn., 
opening with Herman Frankenthal, of the B. Altman Co., 
New York, and Wm. G. Sheill, of D. M. Read Co., Bridge- 
port, Conn., serving as judges of the windows. The awards 
were as follows: Grand award, Metropolitan Furniture Co.; 
women’s apparel, National Cloak & Suit House, first; For- 
ester & Co., second; millinery and women’s specialties, 
Sugenheimer Bros., first; Bier’s Millinery, Inc., second; chil- 
dren’s wear, Miss Carley’s Shop; shoes, Walk-Over Shoe 
Store, first; Fitzmaurice-Sherwood, Inc., second; dry goods, 
Main Silk Store, first; Howland-Hughes Co., second. 

When Fresno (Cal.) staged het opening on February 17, 
the Owl Drug Co. surprised the townfolk by a display of 
millinery in connection with a window featuring face pow- 
der and powder puffs. The hats were gladly loaned by a 
local firm. 

The bright green satin background, and the blue plush 
covered circle in the center representing a large puff gave 
attractiveness to the window. The floor covering of green 
oil cloth supported and ‘added to the completeness of its 
ocular appeal. The display was installed by P. W. Johnson, 
display manager for the Fresno units. 

Ludwig Fruhauf won the sweepstakes prize offered in the 
Wichita, Kansas, annual spring opening for the best general 
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window display. Fruhauf, who is display manager for the 


Allen W. Hinkel Co., achieved his triumph in competition 
with the efforts of 118 firms. 
Windows were judged by three experts recommended by 





Hats in a Drug Display—P. W. Johnson’s Novel Idea 


chambers of commerce in neighboring cities. They based 
their decisions upon originality, attention value, sales value, 
color harmony and placement. 





TARRASCH DEMONSTRATES SIEGEL FLEXIBILITY 

An unusual and picturesque seasonal Easter display was 
created by H. H. Tarrisch, Stix, Baer & Fuller, of St. Louis, 
Mo., which typifies but one of the masterful showings by 
this noted house. The display also illustrated the wide 
flexibility of the Mannequins’ Siegel that are distributed by 
the International Clearing House of New York City. 





Window by H. H. Tarrasch Showing Siegel Mannequins 


Whether it is a group of children at play or the newest 
fashion mode portrayed by the society matron there are 
mannequins to fill the requisite needs. As shown in the 
illustration a gayly attired goat is dragging Mr. Bunny in 4 
cart to the great edification of the children. 

New numbers are constantly coming in from abroad and 
an illustrated book of the figures will be sent to display 
managers upon request. 





ZENITHERM CO. ISSUES BOOKLET ON WALLS 


A booklet issued expressly to show the fitness of Zeni- 
therm as a building material has just been issued by the 
Zenitherm Co., Newark, N. J. The brochure teems with 
illustrations of the product as employed in walls of art 
galleries, theatres, apartment houses, lodge halls, churches, 
display windows and many other fields. 
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The outlook for window display installations in his dis- 
trict is good, says C. W. Cropper, Lexington, Ky. Numerous 
inquiries have been received from firms doing this class of 
advertising, including “Flit,’ “Ipana,” etc. Hand deliveries 
have just been completed for Fiit for Moths, which practi- 
cally cover the entire city. Displays for “Swamproot” are 
being installed here this week by their representative, who 
does not contract their displays to local people. 





F. M. Frye, proprietor of Frye’s Service, recently of 
Charleston, W. Va., announces his removal to Montgomery, 
W. Va., where he will maintain headquarters. He asserts 
that business is excellent in his territory and is looking 
forward to a big year in his installation work for the national 
advertisers. 





“Weaver of South Bend” reports a good run of work in 
northern Indiana. Flit Moth and Flit campaigns, S. S. S. 
and Peruna are being handled in connection with literature 
distributions. He reports dealer opposition to concession of 
entire windows and terms this a problem that the manufac- 
turer will soon have to meet through his sales force. His 
organization will soon be in new quarters at 701 East Jeffer- 
son Boulevard, South Bend, Ind., where two large windows 
will be available in all campaigns. 





J. I. McAlpine, recently with the United Display Service 
and Sales Co., is now in charge of the California Packing 
Corporation’s window advertising on De Monte products in 
Los Angeles. 





H. A. Gill, manager of the Window Display Service, 
Peoria, Ill., reports that he is now covering Bloomington, De- 
catur, Springfield, Jacksonville, Quincy, Rock Island, Moline, 
Davenport, Galesburg, and smaller intervening cities. Ac- 
counts now being handled include Kolynos, 
Dutch Masters, Cigars, Del Monte Canned 
Goods, Van Dam Cigars, Emerson Cigars, 
Silver Spray, Drackett Co. Epsom Salts, 
S.S. S., and others. He reports no diffi- 
culty in securing window space. 





The Danks Window Display Service, 
with headquarters at 303 Eastlake, Seattle, 
is now covering the entire state of Wash- 
ington, having recently extended their ac- 
tivities beyond the stretch of Washington 
coastal territory. Campaigns now in prog- 
tess include Parker Pens, Ex-Lax Figs, 
Canada Dry, American Tobacco Co., 
Health Products Corporation and Bayer 
products. Manager E. P. Danks announced 
in recent letters to clients that a fleet of 
three cars was at their disposal in handling 
Campaigns. j 





“Better prepared than ever,” says G. E. 
Bateman, proprietor of the National Win- 
dow Display Co., Spokane, Wash., in com- 
menting on his operations. He is now 
handling installations as far west as Ta- 
oma. His greatest obstacles, he says, are 
Mice-cutting practices in some stores which 
‘our the independents on pushing the prod- 
ucts featured in displays. This causes 
im to believe that manufacturers lose 
heavily when material is sent directly to 
the dealer without ascertaining his views. 
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Notes from the Display Service Field 
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“The season is favorable,” writes W. C. Henry, Spring- 
field, Ill. “We are now installing Flit, Kolynos, S. S. S. and 
Klok Lax displays in a pre-Easter .drive and have several 
other contracts pending. We are covering central Illinois, 
including Decatur, Bloomington, Springfield, Jacksonville and 
Lincoln. All shipments are made to us at Springfield.” 





P. K. Howell, display manager for Neeland’s Department 
Store, Los Angeles, has opened a service for the smaller de- 
partment stores interested in better windows. 





The Merchandisers’ Display Bureau, 601-2 Occidental 
Building, Indianapolis, Ind., is now working on thirteen ac- 
counts, as well as handling windows for local retailers. They 
also handle work in Anderson, Kokomo, Muncie, Marion, ° 
Richmond and Terre Haute, and in Evansville have an asso- 
ciate who can be depended upon, for efficient service. A staff 
of four displaymen is required to handle their rapidly grow- 
ing volume, according to D. E. Cain, manager. 

The Forkner Advertising Service, Anderson, Ind., now 
covers Anderson, Muncie, Marion, Kokomo, Richmond, New- 
castle and Noblesville and the smaller industrial cities of 
eastern Indiana. They are now handling Flit, and are plan- 
ning to open work on another Flit campaign, Drackett Chem- 
icals, lodent and Ipana Tooth Paste. Another account will 
shortly be assumed for the Pyroxana Co., St. Louis. S. R. 
Forkner, manager, reports that while initial business is hard 
to secure, most of his clients “come back for more.” 





Winding up a campaign begun with installations by sales- 
men, the Swift Specific Co., Atlanta, Ga., manufacturers of 
S. S. S. and Klok Lax, have contracted with the Window 
Display Installation Bureau, Cincinnati, Ohio, for approxi- 
mately five thousand displays. 
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PR ig KiLon-Lax 


In This Shallow Space the Klok-Lax Display Is Necessarily Compressed, But 
Specifications Are Followed Minutely by the W. D. I. Bureau Man 










THE DISPLAY WORLD 








The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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DISPLAYS FOR NEW ENGLAND 


WRITE FOR OUR DETAILS 


New England Window Display Service 


161 Massachusetts Avenue, Boston, Mass. 


“The Service That Pays” 
SPRINGFIELD, MASS. 


AND VICINITY 
A complete window display and distributing service. 
Tell us your problem, and let us submit our proposition. 


PAAPE’S WINDOW DISPLAY SERVICE 
22 PHOENIX STREET SPRINGFIELD, MASS. 


Associate Window Display Installation Bureau 
Members International Association of Displaymen 


PHILADELPHIA 


A first-class window display campaign will put your product on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
dispiays per week. Write for list of satisfied clients. 


SAMUEL J. HANICK 1214 Race Street 


Associated with Window Display Installation Bureau, Inc. 


CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill, 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 
Associate of Window Display Installation Bureau, Inc. 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertsers. 
Market analysis—Surveys—Sampling, etc. 

Write for data and references. 


ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
225 Fifth Avenue Telephone Ashland 0896 New York City 

















Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1405 St. Clair Avenue Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 

A complete Merchandising Service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better 

Business Bureau. 
Offices: 824 CONTINENTAL BANK BUILDING 
Member Window Installation Bureau. 


FRANK DISPLAY ADV. SERVICE 
Ogden FRANK J. VAUSE, Mgr. Utah 


A modern up-to-date display service equipped to give immediate, 

first-class service to National and other Advertisers in the 

Northern part of UTAH and Southern IDAHO. Write for data. 
QUALITY AND SERVICE 

Best of Reference. OFFICE: 568 CHESTER 














COOPERATING WITH NATIONAL ADVERTISING AND 
DISPLAY AGENCIES 


REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


232 LAFAYETTE BLVD., WEST, p DETROIT, MICH. 
R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O. 


Associated with Window Display Installation Bureau, Inc. 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


_ Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 


CINCINNATI 


: AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 














CHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street Chicago, Ill. 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


“Window Displays That Sell Merchandise” 





LOS ANGELES 


And Southern California 
A better Window Display Service for manufacturers, covering 
all Drugs stores in Southern California, every two weeks. 
Address all communications to 
WESTERN WHOLESALE DRUG COMPANY 
SECOND AND LOS ANGELES STS. LOS ANGELES, CAL. 
Fred E. Ussher, Manager Window Display Service Department 








DISPLAY SERVICES 





If you are not listed on this page, you are 
overlooking a big opportunity to promote 
your business. 


- This is the only market place available for 
the national advertiser to locate the respon- 
sible display service company in your city. 


Let him know you are seeking his business 
and can execute it satisfactorily. Write the 
advertising department and arrange for rep- 
resentation beginning with the May issue. 
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Display in the Popular Price Store 
(Continued from page 38) 

tie-up with a local showing of “Aloma of the South 
Seas” in which interest was heightened by the personal 
appearance of Gilda Gray who was featured in the 
flm. A large photograph of the dancer attired in a 
straw costume was the center piece around which was 
a representative showing of the hose she was spon- 
coring. Atmosphere was drawn from palms and 
Spanish shawls which yielded an exotic effect quite in 
keeping with the South Sea background of the story. 
The sales medium was a price card in the center which 
furnished the link required to tie-up passer interest 
with the merchandise and to create sales. 

No display is really good until it sells goods. How 
many times has an elaborate display received praise and 
compliments, but lacked sale results? Decorative effort 
has a place in every window but it should not over- 
shadow the value features of the merchandise. For 
example, the beautiful picture of Gilda Gray in the 
hosiery window would not aid in increasing sales if it 
were not for the fact that she personally sponsors the 
hose. This point, played up prominently in the display, 
produced the psychological effect necessary to bring 
women in to buy. 

The current opinion that displaymen in popular 
priced department stores do not have to have marked 
ability is false. With small budgets for display 
materials, the displaymen in the popular priced depart- 
ment stores must possess very marked ability to pro- 
duce the displays that really sell. 





Windows Feature Hoover Week 
(Continued from page 32) 

A glance at the list will give a vivid picture of the 
countrywide interest which was aroused. Practically 
every section of the country is represented. 

Always observed late in the fall, the 1926 event was 
held shortly before the holidays running from Decem- 
ber 4 to 11. Entries were judged by a committee. of 
competent and experienced displaymen. Each window 
submitted was given careful consideration and was 
judged strictly on its merits. 

A similar contest is held each year in Europe, where, 
however, it is a spring event instead of the pre-holiday 
display celebration known to the States. 





INTERNATIONAL REGISTER ANNOUNCES CONTEST 

The International Register Co., manufacturers of the In- 
ternational Cutawl, a machine for rapid cutting and beveling 
of backgrounds, figures and other paraphernalia of the dis- 
play studio, has just announced repetition of its 1926 I. A. 
D. M. convention contest, substituting for the rules and 
Prizes of last year broader and more attractive offers. 

Entries are restricted to windows showing products 
fashioned with the Cutawl and will compete for five prizes 
totaling $20. Photographs are to be 8x10 inches, and two 
unmounted prints of each photo are to be sent to the com- 
pany’s offices at Chicago not later than June 15, 1927, one 
of the prints for the use of the judges to be without any 
marks of identification. Each entry will bring the participant 
4 compensation of one dollar regardless of its standing in 
the prize competition. 

Prizes will be awarded by the International Association 
of Display Men at their convention in June, the judges to 
be selected by the association. The first prize will be $60; 
* As ond, $50; the third, $40; the fourth, $30, and the 
20. 























“Our Sales Increased 300% 


—with the aid of this Dennison crepe 
trim,” writes an English firm. This is 
one of twelve displays pictured and 
described in the new Dennison Win- 
dow Bulletin. Send for your free copy. 


DENNISON MEFG. CO., DEPT. 45-D, Framingham, Mass. 


Please send me, free, a copy ofyour Spring Window 
Bulletin, and a sample of Dennison’s Crepe Paper. 


Name 





Address...... 
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IN STOCK BY THE YARD RK 
OR SPECIAL TO ORDER “Just off Herald Square” 
«For Your Show Window « J * 


Write for Newest Catalogue 

















Our Quality 
* GRASS MATS = 
AMERICAN MADE ane 
ae size made to order—Stock Size 36x72 inches 


Manufactured by WEEKS-HOWE-EMERSON CO. 
SAN FRANCISCO, CALIF. 
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USE THE OPPORTUNITY EXCHANGE FOR 
YOUR DISPLAY WANTS ; 














PRING opening displays of the State Street 
stores were held during the third week of 
March this year. The weather man was kind, 
because for the most part bright, balmy spring 
weather prevailed. The displays were not 
greatly different from previous similar events. 

True, there were, as there always is, some different ideas and 

treatments, but nothing startlingly unusual. 

The curtains were drawn tor a week previous to the 
opening at the store of Marshall Field & Co. in order that 
the usual background settings could be installed. Due to 
previous “perfections,” and perhaps on account of the more 
or less attractive displays of springtime styles incident to 
the displays of southern wearables, inaugurated in January 
and kept up until March, the spring openings do not seem 
to have the thrilling interest nowadays as of yore. 

As a matter of personal opinion, the writer does not be- 
lieve that the displays at Field’s for this year are quite as 
attractive, comparatively speaking, as they have been in pre- 
vious years. This may be due in part to the fact that too 





much is expected. Again, it may be due to ithe fact that con- 


stant observation of these windows in particular may have 
lessened my sense of appreciation. And then, again, Mr. 
Frazer may have purposely repressed his efforts on this set 
of windows in order to use them as a background for a more 
pretentious effort at some later time. 

Regardless of these inferences and suppositions they are 
worthy of observation and study. The window at the corner 
of Wabash Avenue and Randolph seems to be the outstand- 
ing one of the spring series in point of attraction. More 
people speak of this window in particular than any of the 
others. It is a huge thing to begin with and the decorative 
scheme is carried out in a grand manner. The decorative 
scheme suggests a garden setting with stone floor and steps 
as a base. Green hedges made of ruscus-in high wall effects 
form the main part of the background. These are made more 
realistic and colorful through the addition of hollyhocks, 
rambler roses and other colorful garden flowers generously 
but artfully used. A scenic painting répresentative of a 
mountain side relieves by extending the perspective of the 
background. Imitation grass mats are placed on the floor 
abutting the background wall upon which a stone bench of 
the garden type is set. A huge oval-shaped urn is set upon 
one of the hedge walls with ivy vines trailing down its sides 
and dagger palm plant at the top of the urn. Four pieces 
of wrought iron garden furniture, a stone bench and a bird 
bath are the items of garden furniture displayed. That space 
near the corner pilaster inside the window is made attractive 
by using it for a great bed of spring and summer flowers of 
various kinds, colors and sizes from the tall hollyhocks down 
to kinds that grow close to the ground. 

Several other windows flank this more pretentious corner, 
in which gayly colored sun porch and garden furniture are 
featured. No doubt these displays will influence, to some 
extent at least, an increase in the exterior decorations of the 
home owners. 

The large window at the corner of Washington and State 
Streets is symbolical of an exterior night. view. Evening 
gowns are shown on the mannekins. The stucco wall is 
tinted in pale green, amber, gray and pale blue tones. The 
floor is in imitation of stone tile of irregular design, done 
in tones of gray. The background is of dark blue representa- 
tive of a night sky. The ornamental work over the arch 
doorway is of wooden strips painted in pink rose and fold. 
The series of circular designs extending from the ceiling 
downward are done principally in gold, with outlines of 
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Chicago Monthly Display Review 


Spring Opening Windows Maintain Their Usual Standards of Beauty 
‘ and Dignity, Although No Startling Innovations Appear 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


‘ one-half inch square self designs. 
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lavender and blue with touches of green and vermilion. The 
flowers trailing upward from the urn on the floor at the right 
end of the window are in pink wisteria and blue foliage, 
The garden benches were specially designed to fit in with the 
general treatment of the other parts of the window. 

Other windows along State Street were simple in general 
effect, but interesting withal. The backgrounds were flat- 
covered with a fabric in two tones of light tan with small 
In the center of the back- 
ground wall there is an oval arch design framed in painted 
wooden strips*and flanked at the sides with similar strips 
augmented by circular ornaments and medallions. .At each 
end of the window a similar oval-shaped opening of less 
elaborate design balanced the decorative treatment of the 
whole window. The color scheme for each window consisted 
of two or more pastel shades with gold. These colors were 
applied to the strips forming the oval design in the back- 
ground, and were also used along the baseboard as well as 
the cornice frame at the very tops of the window back- 
grounds. The floors were of darkest blue carpet and the 
draperies back of the oval openings were of black sateen 
or similar fabric hung in irregular folds from the top. The 
furniture used in the several State Street windows consisted 
of tables and chairs of special design the backs of which 
were of a carved ornamental design and finished in gold. 
The flat seats were covered with: satin of a suitable shade 
and the legs and framework were finished in various pastel 
shades, such as rose, orchid, blue and green, according to 
the color scheme used in the background treatment. 

The windows at The Fair appeared to be particularly in- 


‘as/ 


teresting and effective. The backgrounds were new in effect, S 
the principal feature of which was a series of oil paintings HR 
done in soft colorings and depicting styles and subjects of is 
bygone days. Each picture was done on a canvas of about M 
four by six feet in panel shape. These were framed in an Dy 
arch design panel which was a part of the main window ‘S 
background, the effect being as though one were looking out MV 


ZA 





through a door to the painted scene beyond, if you get what 
I mean. The picture panels were placed in the center 014 
plain stucco panel relieved at both sides by ornamental 
pilasters. Beyond this, on either side of the background wall, 
was a panel of gray stucco over which were latticed squares 
painted in pale green. In each corner of these panels a col 
ventional design of ruscus tree painted in shades of gree 
(at the bottom) and light blue at the tops. A cut-out in the 
ruscus design showed some natural tree branches which added 
to the general effect. The baseboards were of imitation 
marble and the floors were done in taupe and dark blue 
carpets. Blue, green and cerise gelatine masks were used 
over the lighting reflectors, giving a hazy purplish night 
effect to the windows. Two white floodlights supplied th 
necessary white light. 

The displays of merchandise were especially attractively 
done. The State Street windows particularly seemed © 
emphasize style in women’s apparel, which they have beet 
oding and doing well during Mr. Richter’s incumbency. 
course, much of this is due to the fact that the policy of | 
Fair has also changed in this respect during the same tim 
However, both factors are woking to get the idea over ™ 
the minds gf the Chicago public. 

The other windows of this store, those along Adams Strett 
to Dearborn, and up Dearnborn for half a block, show § 
similar “trade-up” movement. The windows seem cleaith 
the fixtures better and much more appropriate, the merchall 
dise of a better quality and a “new order of things” general 

At Bedell’s, at this writing, the windows are undergolm 
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An Optical Department Display—A Feat Seldom Tried Which Mr. Richter Recently Accomplished for The Fair Store 


the annual spring cleaning and they look rather barren with 
the plain displays merchandise made against the clean, white 
stone walls sans tapestries, floral designs and general toning- 
up characteristic of Captain Hampton’s work. One of the 
largest windows on the State Street frontage features black 
and white silk dresses and’ coats with hats and fur pieces 
appropriate. 

I neglected to mention that two of the State Street win- 
dows of The Fair also featured “Black and White—The 
Vogue for Spring.” One was the Adams Street corner win- 
dow with dresses and coats, hats, bags, gloves, scarfs, etc. 
The other was a large window along State Street featuring 
smart chapeaux with gloves,.bags and black and white silk 
scarfs. 

The interior of Bedell’s store is cheerfully decorated with 
pink and pale green foliage sprays artistically combined with 
dark grill pieces attached to the columns and the side wall 
spaces. 

At Carson, Pirie, Scott & Co.’s there has been a slight 
change in the background effect. Mr. Tannehill, who has 
used the flat-covered monks’ cloth so effectively for several 
years, used a tan brocade material draped in loose folds from 
the top of the background walls down to the floor. This 
change, however, appeared only in the section of windows 
nearest Madison Street and the section usually devoted to 
the display of women’s ready-to-wear apparel. 

The south section of windows which are generally used 
for the men’s shop remained as before with the flat-covered 
monks’ cloth walls and partitions. In the largest section of 
these windows suits, coats, neckwear and shirts are displayed. 
In the small unit spaces flanking each center unit display 
were unit trims of fancy hosiery, shoes, sweater and golf hose 
match sets. 

At Mandel’s the backgrounds have been changed entirely 
and are quite worthy of note. Pink Italian marble columns 
of fluted design, pink and tan stucco effect for the flat part 
of the backgrounds, a side view stairway, running parallel 
with the real wall are general features of Mr. Kagey’s new 
spring backgrounds. There are other decorative details nicely 
done that make a view of the windows much more satisfac- 
tory and instructive than can any description. The floors are 
covered with a green carpet. The displays of merchandise, 
posing of figures, selection of styles and colors in each 
ensemble are quite up to what old observers have come to 
expect from these windows. 

Mandel’s have a good reputation for smart styles, par- 
ticularly in women’s apparel. The windows always reflect 
this fact and contribute to the extension of its growing in- 
fluence. It is sometimes difficult to maintain such a standard 
at all times in the policy governing the window trims, but 
Mr. Kagey must always come out on top if there are argu- 
ments with buyers. 

There is a particularly interesting new wax lady in the 


corner window at this time. It is one of the new mechanical, 
life-like figures that does everything But smoke cigarettes. 
The attraction, caused by the slight shifting of position and 
movement of the head, is but another testimonial favorable 
to motion in the window. 

_.A second Mandel window features a trim of “black and 
white” dresses, with hats of similar combination. Pearl and 
lace, silver ornamentation and white fox trim were noted 
in this window. 

At Charles A. Stevens’ the large island window was de- 
voted to a striking display of black satin coats with appro- 
priate accessories, such as hats, bags, furs, etc., shown in 
white, tan and red colorings. The window card read: “The 
Vogue of the Black Satin Coats.” 

Six figures and several floor drapes were used to display 
a dozen different combinations and styles in the aforemen- 
tioned coat. 





Pittsburgh’s Know Your City Drive 


(Continued from page 5) 


wire extended from the rear of the sign to the tube 
hidden by a small shade in the center of the window. 
The remarkable fact of this exhibit is that despite the 
fact that glass is a poor conductor of. electricity, the 
energy from the hand of the human being was sufficient 
to operate the electrical appliances through the medium 
of this tube. ' 

Such a tube might be adopted for operating neatly 
any kind of a moving exhibit where electricity is used 
as power. 














Artistic Wrought Iron 
Display Fixtures 


Our new catalog, showing a completé line of 
wrought iron display fixtures, dividers, back- 
grounds, valance panels, gates and specialties, 
will soon be ready for distribution. 


WRITE FOR IT NOW! 





THE CINCINNATI SHOW CASE | 
AND DISPLAY FIXTURE WORKS 
232-40 Main Street Cincinnati, Ohio 
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Insurance Enters the Show Window 
(Continued from page 13) 
panion display in which an appeal for careful driving 
was outlined. The background was a replica of a 
paneied vine-clad cottage with prettily curtained win- 
dows. A well kept lawn represented by grass flooring 
lead up to the door and on the steps was a toy wagon, 
and a doll. | 

Into this calm and peaceful scene tragedy stalks 
denoting its presence through a wreath upon the door. 
Death had entered the household through the careless- 
ness of a reckless driver. 

\Vindow cards played a conspicuous part in climax- 
ing the story. At the left was a forcefully phrased 
board which urged “Don’t Kill a Child. All the motor- 
cars in the world are a worthless piece of junk com- 
pared to One Precious Little Life.” 

In the opposite corner was an appeal to “Make Your 
Car Your Servant—Not Your Bloodthirsty, Blood- 
spattered Master.” 


Thirty Shades in 
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Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 
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oles Entered in the “Safety First’ week contest spon- Jend for Jample Folder 
ettes. (MM sored by the Oklahoma City Kiwanis Club, this display : 

n and won first honors with ease, the distinction carrying with crestENT))Bpand 
rable MM it a purse of fifty dollars. 

k and SCHACK MOVES HIS DOWNTOWN SALESROOM Olet- we announce the addition of 

rl and After May 1, the Schack downtown salesroom and studic, our new STARBURST LINE of Poster 
noted located at 63 East Street, will be located in their new home Boards in Six Stunning New Coiors 


at 134 N. Robey Street, Chicago. In moving the downtown 





as de- salesroom into the new location the Schack studio and sales- CARD 

Appro- room, factory and main offices will all be housed in this CHICAGO seni COMPANY 

wn in beautiful new building. Originators of New Colors and Finishes in Poster Boards - 
“The 
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Thayer & Chandler 


913 Van Buren, CHICAGO 




















In this new location the studio and salesroom will have NEW COMPOSITION DISPLAY FIGURES 


neatly 
< ysed over 15.000 square feet of display space and occupy the Beautiful Artistic Creations—Ideal for Millinery Displays 
1S main floor of the building. By locating the studio and sales- A Variety of figures, painted in gold or mete 
toom in werd hana es _— and main — you eV Geeee Meliate: init Ciishiiiees meneil oni Request oa 
- are assured better display facilities and concentrated service. 
play 547 west ssth st. JAMES MASSO new vork city 


No expense will be spared to make the Schack studio and 
salesroom the finest in the country, where displaymen may 
come and see all that is new in the way of all kinds of deco- 
tations for store interior and window display use. 


Apply your fixture dealer or write us direct. 


















_This new studio and salesroom will contain many full- LITHOGRAPHED DISPLAYS 
| = — meee to a exactly — the pines CUT-OUTS, POSTERS, ETC. 
1e OF | oO be used so as to get the greatest decorative effect. 
yack- The studio will be in charge of a competent salesman who LUTZ & SHEINKMAN, INC. 
Ities, has had long experience in window display work. Expert LITHOGRAPHERS SINCE 1896 


artists in the employ of the Schack Artificial Flower Com- 2 DUANE STREET NEW YORK 
Pany will be at his command to execute anything in the 


way of new and novel decorations. FAMOUS MASTER STROKE BRUSHES WRITE 
Preparations are now being made in the new studio and FOR 
Eaton for the fall season, and we are sure that every bin Chats Genii aces chan RAMETERS COPY OF 
splayman visiting Chicago will be more than repaid for Pa 
his visit to the Schack Artificial Flower Co. Our Free Catalog No 24 
& 
DICK BLICK CO. 


Visitors are always welcome and will be received with 
BOX 437-D GALESBURG, ILL. 























one and service which will make them feel perfectly 
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DISPLAY CLUB CHRONICLES 











PORTLAND, ORE. 
Reported by Olave Ralph 


At their Monday noon luncheon, March 7, Portland dis- 
playmen had the pleasure of meeting M. F. Dunnagan and 
E. H. Strobeck, of Botsford-Constantine Co., a national ad- 
vertising agency. 

Mr. Dunnagan said that he learned from one of our 
members of the wonderful work that displaymen are doing 
today. He wanted to meet all of us and get an idea of the 
kind of dealer help material the displaymen really want. 
What style of national advertising makes the most effective 
display? “I know,” he said, “that a great deal of cheap 
advertising matter pours into the stores day after-day. Some 
of it finds its way to the displayman. Some is dumped 
before reaching its destination. Some, if it has real merit 
and meets with the approval of the displayman, finally lands 
in the window where it has a duty to fulfill. Just at present 
we are working on the Jantzen Knitting Mills ads. You 
have all seen our Jantzen girl cut-outs and we have ‘the 
18x42 posters to tie in with the Saturday Evening Post 
ads.: Now, what would you suggest to make our display 
more attractive? Through what magazine could we reach 
you when we have occasion to? Just what is the big thing 
in display material that you all want and are not getting?” 

These questions led to an open discussion. Mr. Hewitt, 
our secretary, read a questionnaire sent out by the I. A. 
D. M. A great many of these questions were the same as 
those Mr. Dunnagan had just asked us, and he found that 
he was not the only advertising man jaywalking in the field 
of display. 

There is a shortcut to the show window, but it is not 
through the medium of large, cheap ads. The only use the 
boys find for these is to cut them up and make shirt boards 
of them. When a richly framed, high-class ad arrives it 
commands our respect and we place it in the window to 
enhance the merchandise. We were all interested in the 
size a perfect show card should be. Some of us used size 
11x14 and others 8x10. It was finally decided that size 
8x10 was the most popular because it could be used more 
readily with small units. 

Mr. Averill, of Meier & Frank Company, gave us a 
demonstration of a most clever original spring drape. He 
said it wasn’t necessary to use regular drape stands and 
most anything would do as long as it had the right lines and 
proportions. To illustrate this fact he placed upon the 
stage a snappy cut-out of a bellhop. Cotton voiles in late 
spring patterns were used. The material was draped grace- 
fully and allowed -to fall in natural folds. When he had 
finished, it appeared as though the bellhop had picked up an 
assortment of voiles and was paging someone. Here is where 
the show card told its story. It was worded, “Calling Mrs. 
A. New Dress.” 





PHILADELPHIA ‘ 
Reported by William W. Mayers 


The inevitable has come to pass! Philadelphia is awaken- 
ing fast and furious. From 1909 to 1927 is a long while for 
peaceful rest. Now action, and plenty of it! This is the age 
of organization, cooperation and fraternalism. - 

On January 28, the first meeting of the “Window Sales 
Producers” was held in the Widner Memorial Library lecture 
room, 1200 North Broad Street. Earl B. Schaffer, regional 
display manager of a prominent drug company, was appointed 
acting chairman, and followed his assumption of the chair 
by a speech outlining the need for a displaymen’s associa- 
tion in Philadelphia. 

William W. Mayers was then introduced, outlining the 
work to be accomplished by our association and offering a 
motto, “Meet and Know the Displayman.” He stated our 
objects as creation of a better feeling between employers 
and employes, better windows, educational and social in- 


. to Buy” and “How to Make,” a complete workshop for the 








terest, as well as good fellowship among displaymen. He 
cited as goals a club house with a complete library and 
periodicals, involving every branch of the art of display win- 
dow lighting, electric color harmony, directories on “Where 


displayman who cannot boast of one, a bulletin on the “doings 
of local displaymen,” business, social and changes of employ- 
ment. Last, but not least, comes the equipment of a lounging 
room and a “dummy window” for experimental displays. 

An educational talk was given by a representative of the 
Dennison Mfg. Co., who also gave a demonstration on sur- 
face covering with Craftex. 

Since the first meeting we have had an address by Art 
Director Gardeli, whose contribution to the movies has been 
noted in “The Thief of Bagdad,” an educational talk on 
papier mache by a representative of the King Cole Co., and 
a discussion of “Flowers and Their Relation to Art in Back- 
grounds” by Mr. Flammer, of the Borgenski Flower Shoppe. 

On the eve of our third meeting, temporary officers were A ro 








elected to serve for a period of four months, during which next ask 
time our members are expected. to become better acquainted play ma 
with resulting knowledge of each other’s fitness for respon- called u 
sibility. progress 
Our fifth meeting, held March 24, brought the pleasure of with the 

a talk by Kenneth T. Harveson, former secretary of the club wot 
I. A. D. M., who outlined the possibilities of our organiza- to furnis 
tion in Philadelphia and called up recollections of the “olden be held 
days” the convention held in Philadelphia in 1909, at the families, 
same time recounting the benefits to be derived from affilia- appreciat 
tion with the international association. Sharbel : 
We wish to share good fellowship and educational efforts Mr. I 

of our organization with every displayman in Philadelphia old displ 

and vicinity. A card to our secretary, H. Rosen, 2568 Frank- words. 

ford Avenue, Philadelphia, will bring a notice of our next The p 
meeting. the progr 
so far ha, 

BIRMINGHAM three was 

Reported by Eugene Cowgill, Secretary with the 
The meeting was called to order by the president with which mi: 
chairman, 


twenty-five members present. Minutes for the previous meet- 
ing were next read and approved. Mr. Hoile then asked A call 














each member to arise and give his name and firm with whom names we 
associated, that each one might become better acquainted bership : | 
with one another. Nisbett, F 
A debate between E. M. Henderson and Paul Nisbett on Parker, J 
“Why Window Display Should Link Up With Advertising” Ten Cent 
was next called for. Mr. Henderson took the affirmative Store; J. 
side, Mr. Nisbett the negative. J. R. Freeman was appointed Scharbel | 
judge. Mr. Henderson had concluded his argument in the Seventeen: 
affirmative side of the debate, and Mr. Nisbett was in the The ap 
midst of an unusually good argument, when he was inter: Mim ‘retary 
rupted by a stranger entering the room inquiring, in a very laxes to tl 
obtrusive manner, what kind of a meeting we were having. After n 
A near-riot was averted only by the coolheadedness of he Was at 
the president, and it was later learned that the entire scent a big surp 
was a clever stunt arranged by the president himself. The ment, the 
stranger proved to be none other than William Gunn, of the ight, Tue: 
Athens Sign Shop, and he gave a very interesting chalk talk 
that was greatly enjoyed by all present. 
Mr. Freeman was later asked for his verdict as judge o 
the debate, and stated, because of the commotion, he would Plans a 
call it a draw. me L. A. | 
A report of the progress of the orchestra was asked fot of Display 
from Mr. Kirby, who had been appointed director. Mr. mg to boos 
Kirby stated he had several prospects lined up, but so fa “cles. 
no definite report could be given. — uran 
Merchants’ 





Mr. Neall was also asked for a report of the progress of 
the Glee Club which was sponsored at the previous meetiNé 
and informed the president he felt sure he was going to st! 
things lined up for a glee club, but would give a more definite 
report in the near future. 
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yppe. 
were A round table discussion for the good of the club was 
hich next asked for by the president, and Mr. Sharbel, an old dis- 
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play man, associated with the New York Suit Shop, was 
called upon for a few words and expressed his faith in the 
progress of the club, and asked the members to cooperate 






re ol with the officers and stated that it was in this manner the 
2 the club would attain its usefulness. Mr Sharbel kindly offered 
niza- to furnish a meeting place where a dinner or a dance could 
iden be held, either for the members or the members and their 
the families, should they wish to have a dance. This was greatly 
filia- appreciated by the members and the president thanked Mr. 
Sharbel for his invitation. 

forts Mr. Robertson and Mr. Freeman, two members of the 
Iphia old display men’s club, were next called upon for a few 
rank- words. 

next The president next appointed J. L. Robinson to serve on 


the program committee in the place of Mr. Montabara who 

so far has not attended any of the meetings. A committee of 

three was appointed by the president to work in conjunction 

with the regular program committee for any entertainments 
with which might be put on by the club. Mr. Sharbel was made 
meet- chairman, and Mr. Nisbett and Mr. Freeman his assistants. 
asked A call was next made for new members and the following 
whom names were entered upon the application charter for mem- 
sinted bership: Jimmie C. Arnold, Pizitz Dry Goods Co.; Paul 

Nisbett, Farmer & Cannon Jewelry Co.; T. J. Giddens: T. L. 
ott on ME Parker, J. Blach & Sons; A. Tambulla, Silvers Five and 
ising’ fa len Cent Store; C. E. Whitney, Silvers Five and Ten Cent 
native Store; J. L. Robinson, L. F. & M. Stores Co.; Arthur J. 
ointed Scharbel New York Dress Shop; J. R. Freeman,-1215 South 
in the fm Seventeenth Avenue; William Gunn, Hillman Hotel. 


in the The application charter was then moved closed and the 
inter- Ma °Cretary instructed to forward same along with per capita 
, very Mam exes to the International Association of Display Men. 

aving. After much comment by the president as to how pleased 


ess of he was at the large turnout at this meeting, and promising 

scene MM? Dig surprise at the next meeting in the way of entertain- 
‘The ment, the meeting was adjourned until the next regular 
of the ME ght, Tuesday, March 22. 








lk talk ; 
DAYTON, OHIO 
dge of Reported by Everett Quintrell, President 
would Plans are on foot to bring W. L. Stensgaard, president, 





and L. A. Rogers, secretary, of the International Association 







ed for of Display Men, to Dayton on April 13 for a propaganda meet- 
Mr. eS be boost the stock of local displaymen in merchandising 

Circles 

so far . 





Assurance of Brooks Harmon, secretary of the Retail 
Merchants’ Association, that he will send out invitations to 
the lecture to display clubs and merchants of surrounding 
lttitory was gratefully received. This cooperation will do 
much toward making the meeting a red-letter event in Day- 
‘on display history. 
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When the Detroit Club Celebrated St. Patrick’s Day—A View of the Diners at the Book-Cadillac Hotel 








The I. A. D. M. stereopticon, slides, embracing about 200 
specimens of high-class window displays, will be features of 
the program. 

“Dayton Home Week,” which is to be celebrated here 
the week of April 24, has received the sanction of the Dayton 
Display Men’s Association, approval having been given at 
our meeting held at the Y. M. C. A. on March 22. 





BLOOMINGTON, ILL. 
Reported by R. B. Cox, Secretary 

The Bloomington Display Men’s Club held a special meet- 
ing on Monday, March 21, in the Y. W. C. A. club rooms, 
having a total attendance of about twenty. This included a 
representation of five members from the Springfield Club. 
The Peoria Club had a representation of two of their mem- 
bers, who invited the entire club to attend their meeting, to 
be held March 23. 

At this meeting Mr. Stensgaard was the speaker of the 
evening. He outlined the possibility open to the display pro- 
fession and suggested several lines of development in the dis- 
.play field. His talk included the preparation being made for 
the convention to be held this year in Detroit, and told of 
the work being done by the educational department of the 
association. 

A discussion of the type of meetings advisable for a dis- 
play club took some time. Many of the members suggested 
that demonstrations and talks be given, but it was the recom-. 
mendation of Mr. Stensgaard that so far-as possible the type 
of meeting should depend upon the type of club. He sug- 
gested, however, that whenever possible, the social side of 
club life be stressed. 

The value of window display as contrasted with maga- 
zine and newspaper advertising was also discussed, coming 
to the decision that as window displays put the circulation 
at the point of sale and have an equal circulation to that of 
the highest priced mediums, it cost less per person than any 
advertising that has been found. 

The thought was expressed that the displayman, being in 
a better position to supply ideas for dealer helps from the 
manufacturer, should be consulted as to what can: can be 
used to the best advantage. The meeting was pronounced a 
success by all those present. 





SEATTLE 
Reported by M. M. Charlesworth 

The Seattle Club holds an executive meeting on the first 
Monday of each month, at which time preparations and plans 
are made for its regular monthly meeting, which is held on 
the following or first Friday of each month at 6:30 p.m. 

At the regular monthly meeting held on Friday, March 4, 
in the Hunter’s Lodge Room, on the forty-second story of 
the L. C. Smith Building, the members had the pleasure of 
hearing two distinguished Seattle business men, Mr. House, 
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sales promotion manager of the Seattle Post-Intelligencer, 
and Mr. Marsh, sales promotion manager of the large cloth- 
ing firm of Lundquist & Lilly. 

Mr. House declared that while the displayman has depth, 
color and lighting effect, the newspapers must rely on blaclr 
and white for their effects, and that many ad men might take 
a leaf from the book of displaymen’s experience by having 
a focal point and not crowding it out. Displaymen are one 
step ahead in an artistic way. 

He likened the classified section to a department store, 
asserting that it is built upon readers’ interest and not on 
circulation volume as is generally supposed. These ads 
must be sold to the reader while the display ads represent 
their store windows which are used to get the readers’ in- 
terest. The human interest side was very cleverly illustrated 
by Mr. House, showing how human interest sold more mer- 
chandise than any other known method. He used two cam- 
paigns for comparative purposes, giving the results as being 
overwhelmingly in favor of this approach in sales promotion 
work. 

Mr. Marsh was then called upon and spoke at length on 
price cards in the windows. He stated that many lost sales 
resulted from the fact that merchants in a great many cases 
did not price their merchandise. This resulted in many 
men giving their reasons and a great deal of valuable infor- 
mation was brought out from the members. 

The meeting adjourned at 9:45 p.m., Mr. House issuing 
an invitation to members to attend the Post-Intelligencer 
Ad Study Club every Monday night. 

_ PEORIA, ILL. 
Reported by L. P. Gill 

The displaymen of Peoria, Ill., held a very enthusiastic 
meeting on the evening of March 23 in the Auditorium and 
Tea Room of the Clarke & Co. Department Store. Augment- 
ing the Peoria men were delegations from both Galesburg 
and Bloamington, IIl., and, in all, the attendance represented 
nearly an even sixty. 

A*very tasty meal was served, and after the eats a little 
entertainment was given by a couple of boys outside the pro- 
fession in the shape of ukulele music and songs and the 
assembly joining in on the chorus. 

The announcements sent out before the meeting were to 
the extent that L. A. Rogers, secretary of the I. A. D. M., 
and President Stensgaard would be the headliners, and both 
were there. 
lantern slides were shown of displays. 

President Stensgaard gave a few highlights or surface 
descriptions of plans the I. A. D. M. had under way, stating 
that clubs were forming and were very active all over the 
country, and asked for promises and pledges to the effect that 
the Peoria men would organize a local. If promises count, 
the Peoria Club, when formed, should be a big one, as well 
as enthusiastic. 

Dan Hansen, display manager of Clarke’s, is acting presi- 
dent, and Pat Yorke, of the Peoria Display Service, is secre- 
tary. The next meeting is to be held at the Peoria Display 
Company’s studios, April 19. 





NEW YORK METROPOLITAN CLUB 
Reported by J. T. Chord, Secretary 

On April 2 the club, with their many friends in the dis- 
play profession and their ladies, enjoyed a most auspicious 
and successful dinner dance at the Hotel Commodore, New 
York City, in the spacious East Ballroom and famous Tavern 
Room. 

: The committee on dinner, entertainment and membership 
are to be heartily congratulated on the manner in which all 
attendant details were handled. Over 360 of the members 
and their guests attended, which is 100 more than ever at- 
tended any previous annual meeting. Thus the strength and 
growth of the display profession is amply evidenced. - 

All speeches, shop talk and pressing display problems 
were tabooed for the evening and dull care was placed in 
the background. Visitors came from as far as Chicago, III. 
representing the I. A. D. M. and the W. D. A. A, to be 
present at this important gathering. 

“Since there are windows in stores, stores in cities, cities 


Rogers gave a talk on display, etc., and some, 
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in counties, counties in states, states in the United States, 
the United States in North America, and North America in 
the world, what does that make a window trimmer and why?” 

J. J. Cronin, display manager of L. Bamberger & Co, 
Newark, N. J., then asked a new member to answer it, 
demonstrate it, and tell why he did what he did. 

This is just a new method in finding out what the average 
window man knows, and the method was employed ai the 
meeting preceding the Hotel Commodore celebration, much to 
the delight of the members of the club and the confusion of 
the new members. A few more examples are given here: 

If you were putting in a window of china and art glass, 
how many tee stands would you use, and why? 

Who, to your knowledge, was the first trimmer? What 
did he trim and why did he trim the way he trimmed? 

Since roses bloom in June, chrysanthemums in Septem- 
ber and poinsettias in December, why do you use grass mats 
in your spring windows, rugs and lamps in your fall win- 
dows, and mechanical displays in your Christmas windows? 

Of course, J. G. Waters, chairman of the membership 
committee, had first introduced the new members, which are 
as follows: Frank D. Deery, Burden & Co., Jamaica, L. |; 
Jack V. Darling, A. I. Namm & Son, Brooklyn, N. Y.; 
Murray Peters, free lance, Jamaica, L. I.; Charles DeVaus- 
ney, A. I. Namm & Son, Brooklyn, N. Y.; Charles E. Len- 
hart, L. Bamberger & Co., Newark, N. J.; Rudolf Rosen- 
thal, Plautt Bros., Jamaica, L. I.; W. S. Jenkins, Colgate 
& Co., New York City; Murray Gordon, free lance, Linden, 
N. J.; Louis Kohen, free lance, Brooklyn, N. Y.; Benjamin 
Kahn, free lance, Brooklyn, N. Y.; Hans H. Ihle, Max Yave- 
low & Son, Mt. Vernon, N. Y.; Thomas Dunn, Abraham & 
Strauss, Brooklyn, N. Y.; Harry Cohen, free lance, Brook- 
lyn, N. Y.; A. J. Donahue, L. Bamberger & Co., Newark, 
N. J.; George Rosen, free lance, Brooklyn, N. Y.; Henry 
Caputa, Abraham Strauss, Brooklyn, N. Y. 





TOLEDO 
Reported by Arthur Wagner, Secretary 

Reorganization of the Toledo Association has been effected 
as the result of a meeting held at the Chamber of Commerce 
on March 29, when nineteen displaymen turned out in re- 
sponse to a letter campaign. 

After considerable discussion, reorganization was decided 
upon and new officers were chosen. The new executives con- 
sist of: President, Will Flint, manager of the Flint Display 
Service ; vice-president, Howard Garrett; secretary-treasurer, 
Arthur Wagner; trustees, George Klein, H. L. Emory and 
Fern Kettle. 

One of the highlights of the session was an appeal by 
Mr. Cleary for undivided interest by all members of the 
club. To assure interesting meetings it was necessary for 
all of the members to support their officers by attendance, 
he declared. 

H. L. Emory was given considerable credit for the effort 
which he put forth to create renewed interest in club revival 
A recent trip to Detroit and visit to a Detroit club meeting 
had aroused his enthusiasm, and on his return he went to 
work to inspire local windowmen toward reinstitution. 





DETROIT 

Twenty-eight members were on hand for the regular mect- 
ing at the Hotel Statler on April 4. Preparations for the 
coming I. A. D. M. convention held the center of the stage ™ 
our discussions. 

President Weaver announced that it was his intention 1 
have typewritten lists made of all suggestions that come ™ 
at the noon-day meetings to be given to each member so that 
all will be informed as to what is going on. 

It was announced that President Stensgaard, of the I. A, 
D. M., would be in Detroit on April 10 and 11, and Presidett 
Weaver urged that a dinner be given him on the 11th at 
the Hotel Statler. Members were also asked their opiniots 
regarding a farewell dinner or luncheon to C. F. Wendell, 
who is leaving on a trip to Europe at the end of the month. 
It was decided to have a luncheon, the date to be arrang¢ 
later. A mass of letters relating to preparations for the co™ 
vention were read, together with announcement of develop 
ments tending toward its success. 
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The following new members were admitted: Henry A. 
DeVries, Mr. Craig, Frank T. Cook and Ed B. Linx. The 
meeting adjourned at ten o’clock. 





SALT LAKE CITY 
Reported by Ernest A. Lawrence, vice-president 

On Tuesday, April 4, the Salt Lake Display Men’s Club 
met at the Commercial Club and had their annual election. 

The new executives that were installed are as follows: 
George Llewellyn, president; Henry Sain, vice-president; 
Wallace Nyberg, secretary and treasurer. The new Board 
of Directors are to be selected by the president. 

The retiring officers are: William Ashby, president; 
Ernest A. Lawrence, vice-president; Wallace Nyberg, secre- 
tary and treasurer. 

According to the bylaws of the club the officers are elected 
for a period of one year, but in the case of Wallace Nyberg, 
who was re-elected, an exception was made. 

Refreshments and musical numbers were an important 
part of the evening’s pastime. The outgoing officers were 
greatly praised for the real work that they put over during 
past year. One of the unique events of the past year was 
the 1926 spring opening when all the show windows of the 
city were closed a whole day and unveiled at eight o’clock 
in the evening. It was an artistic showing. 

Another remarkable event was the “Bosses’ Night” held 
recently. This consisted of several hundred bosses getting 
together at a big banquet fostered by the Display Men’s Club. 

The spring opening, in which most of the stores concen- 
trated their window work, took place on March 14. It was, 
indeed, a cooperative event. Displays are improving in Salt 
Lake as a result of this all-important organization. 





YOUNGSTOWN AND HOUSTON FORM CLUBS 

Approach of the I. A. D. M. convention is stimulating 
organization of new clubs. Among the latest to be formed 
are bodies at Houston, Texas, and Youngstown, Ohio. 
Officers of the Houston club are: Ed Rose, president; Jack 
Ralston, vice-president; E. H. Hammond, secretary, and 
Russell Tucker, treasurer. Morris L. Black heads the 
Youngstown Association. 





STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 


required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio for April 1, 1927. 

State of Ohio, County of Hamilton. 

Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Business 
Manager of The Display World and that the following is, to the best 
of his knowledge and belief, a true statement of the ownership, man- 
agement, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 24, 1912, embodied in 
section 411, Postal Laws and Regulations, printed on the reverse side 
of this form, to-wit: , 

1, That the names and addresses of the publisher, editor, managing 
editor, and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, C. R. Rogers, 
129 Sycamore St., Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St., Cincinnati, Ohio. 

2. That the owners are The Display Publishing Co., 1209 Sycamore 
St, Cincinnati, Ohio; H. C. Menefee, 1209 Sycamore St., Cincinnati, 
Ohio; Nathan Si!lverblatt, 1209 Sycamore St., Cincinnati, Ohio; C 
Menefee, 5424 Montgomery Ave., Cincinnati, Ohio; Maude Menefee, 
321 Raymar Blvd., Cincinnati, Ohio; Louis Silverblatt, Fifth and Race 
nr Cincinnati, Ohio; Stella Silverblatt, 3606 Michigan Ave., Cincin- 
Nati, Ohio. 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
onds, mortgages or other securities are: (If there are none so state). 
here are no bondholders, mortgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
looks of the company, but also, in cases where the stockholder or 
Security holder appears upon the books of the company as trustee or 
any other fiduciary relation, the name of the person or corporation 
or whom such trustee is acting, is given; also that the said two 
Paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the Company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
‘0 believe that any other person, association or corporation has any 
lnterest, direct or indirect, in the said stock, bonds, or other securi- 


Nes than as so stated by him. 
(SEAT NATHAN SILVERBLATT, 
LAL) ? 
Sworn to and subscribed before me this 3lst day of 
March, 1927 ELIZABETH WILSON, 
Notary Public, Hamilton Co., Ohio. 
(My commission expires December 1, 1928.) 
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The May 
SIGNS OF THE TIMES 


will carry some of the best and 
most practical information yet 
concerning show cards and show 
card advertising; will be out May 1 


Every issue of SIGNS OF THE TIMES 
is a veritable encyclopedia on signs and 
show cards. Here’s some of the features 
of the big April issue: 


John Morgan, New York Letterer, Wins 
Fame. By R. E. Brenner. 

Card Writers Must Have Versatility. By 
H. C. Martin. 

Canadian Card Writer Gives His Views. 
By A. T. Milbank. 

Jack Sneed Gets Pushed Off a Scaffold. 
By H. F. Voorhees. 

True Variety in Lettering. By Abe Einson. 

Without “Hokum” Art Would Be Absurd. 
By Charles Takacs. 

Skyscrapers Excellent Sketch Subjects. By 
Manuel Rosenberg. 

Advertisers See Importance of Posters. By 
Carlos Leberman. 

Building Commission Advises Sign Re- 
forms. By George H. Hauser. 

Convention Committee Preparing for 
Greatest Craft Gathering. 

Cost Sheets Will Help Craft to Find Its 
Level. 

Interviews With Men of Letters—Phil 
Barker. 

Economy Is Dominating Quality of Screen 
Process Displays. 

My Boss Had a Remarkable Versatility of 
Temperament. By Zim. 

Personal Mention.. 

Signs for Safety—Street and Highway 
Markers, 

Questions and Answers. 

Guide for Prices on Sky Background Signs. 

Hi-Lites in the Domain of Sign Adver- 
tising. 


Your subscription sent in now will bring you 
SIGNS OF THE TIMES for 1927 starting with 
the big April issue of 116 pages. USE BLANK 
BELOW NOW. 


SIGNS OF THE TIMES, Cincinnati, Ohio 


Headquarters for Literature on Show Cards and Signs 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Cincinnati, Ohio. April, 1927. 


Enclosed find $3.00, for which send me SIGNS OF THE 
TIMES for one year. ($3.50 in Canada.) 
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Miss E. Gaudreau, display manager for H. G. Munro, 
Ltd., Sherbrooke, Quebec, marked the coming of St. Patrick’s 
Day by a spring opening window in which she showed a 
foliage bordered harp of Erin as a centerpiece. 
Sherbrooke’s largest store. 





George D. Stewart, who is display manager for Tilly’s 
Durham (N. C.) newest department store, installed a splen- 
did group of windows for the formal opening of the new 
store. 





The windows of the remodeled Strub’s store at Iowa City, 
Iowa, break away from the stereotyped style of backgrounds 
by introduction of a jagged, wall-like appearance, which, in 
connection with the arched art windows interspersed here and 
there, give the back resemblance to an ancient church in- 
terior. Earl W. Calta, display manager, made good use of 
one of these -windows during the opening with a drapery and 
carpet showing instancing much originality. 

Harvey Flynn, formerly assistant in the display depart- 
ment of the Emporium, St. Paul, Minn., department store, 
has succeeded to the position of display manager made vacant 
by the resignation of Dick Meyers, former head of the de- 
partment. 





A huge volutne of cut-out scrolls appear in recent Pfeifer 
Department Store windows, Little Rock, Ark. In addition 
to their‘use in the background, where they are supplemented 
by fabric hangings, similar decoratives are used as card 
holders. Peyton A. Smith is the display manager in charge. 





H. Fernamburg is the successful candidate for the posi- 
tion of display manager of the new Dayton Dry Goods Co., 
Dayton, Ohio, which opened its doors on March 10. This 
store is a unit of a chain of thirty-two dry goods establish- 
ments and:will give a good account of its merchandising 
powers. 





W. R. Harre, in charge of displays for Maas Bros., 
Tampa, Fla., is installing beautiful showings as bids to 
spring purchasers. In keeping with the seasonal needs of 
his district, he recently exhibited a striking bathing suit 
window in which a number of wax figures posed over grass 


matting were given atmosphere by colorful background pic- ° 


torials illustrating beach pleasures. Other displays reveal 
the same fidelity to theme and posture. 


W. Hanly, of the Lew Levi store, Nanticoke, Pa., opened 
his firm’s spring drive for business with a group of displays 
in which three unit trims were features. He is a past master 
in development of attractive showings of men’s apparel. 





R. O. Johnson, display manager for the Commonwealth- 
Edison Co., Chicago, addressed the recent Cleveland conven- 
tion of the Artistic Lighting Equipment Association on the 
subject of display in the public utility field and made an ex- 
cellent impression. 





William H. Arts, display manager for the Baum Depart- 
ment Store, Green Bay, Wis., has just made up a background 
for one of his windows using Anaglypta and Textone as his 
basic materials. 





H. S. Seager, display manager for the Fred M. Nye Co., 
Ogden, Utah, is one of the Far West’s most alert windowmen. 
As a result, he is fully conscious of The DISPLAY 
WORLD’S place in the display field and has enrolled as a 
volunteer representative in his district. 
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Talk about a run of hard luck! R. C. Balzer, Levy’s 
Jacksonville, Fla., certainly had his share the third weck in 
March when he smashed his car in an auto wreck, battled 
sickness at home when both wife and daughter were ill, and, 
in the meantime, installed windows for a special sale. There 
are times that try men’s souls, etc. 





Auto show visitors at Sioux Falls, S. D., saw with in- 
terest an unusual silk window arranged by Geo. W. Johnson, 
display manager of Fantle Bros. This gorgeous exhibit in- 
troduced to South Dakota the American National Park series 
of printed silks by H. R. Mallinson & Co. The series is dedi- 
cated to the National Federation of Women’s Clubs of Amer- 
ica in recognition of their services in extending the growing 
system of national parks. 





W. K. McGee comments enthusiastically upon The DIS- 
PLAY WORLD’S introduction of Euorpean window pictures, 
“Such items as this make The DISPLAY WORLD a maga- 
zine that one looks forward to receiving,” he declares in a 
recent letter. He is display manager for the L. H. Field 
Co., Jackson, Mich. 





A Thor washing machine display by Jack M. Hardie, 
superintendent of display for the Kansas Gas & Electric 
Co., Wichita, Kansas, took first prize in the electrical divi- 
sion of the spring opening windows shown March’8 during 
the celebration arranged by the Wichita Chamber of Com- 
merce. 





George R. Russell, formerly with Marshall Field & Co, 
is now display manager for the Wm. Hengerer Co., Buffalo, 
New York. 





J. Earl Metzger, display manager for Wm. R. Zollinger 
& Co., Canton, Ohio, was awarded a silver loving cup for the 
most artistic windows of Canton stores during the Spring 
Style Opening, March 16 to 19. Metzger’s windows, while 
exciting comment for their beauty, were excellent from a 
sales value, as evidenced by the sales of the various depart- 
ments from which the merchandise displayed was selected. 





Bert Lunenschloss, who recently joined the staff of the 
Frank Bros. Store, Waterloo, Iowa, contributes a couple of 
photographs to the April issue of The DISPLAY WORLD. 





John R. Patton, of L. S. Ayres Co., Indianapolis, and 
Charles L. Jones, Jr., of J. B. Mosby Co., Richmond, Va. 
were recently elected to The DISPLAY WORLD Editorial 
Advisory Board. 





Earl H. Furman, display manager for Caheen’s, Birming- 
ham, Ala., who recently came to this store from the Brow?- 
Dunkin Co., Tulsa, Okla., made a hit with his spring opet- 
ing windows. Some of these are appearing in current issues 
of The DISPLAY WORLD. 





Harold J. Blowers has succeeded A. C. Proluck as dis- 
play manager for the Syracuse Dry Goods Co., Syracust, 
New York. 





Donald E. Springer, who has been in charge of displays 
for the Porter Clothing Company at Birmingham, Alz., has 
been transferred to the company’s establishment at Jackson 
ville, Fla. 





S. F. Peterson, formerly display manager for the Royal 
Cloak Co., of Keokuk, owa, is now with the England De 
partment Store of Marshalltown, Iowa, in that capacity. 
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Co, for anyone. Send for literature, prices ee y Mey eabeteie: te See pe ae will be held strictly 
ffalo, and free samples. carder.” Folder explains everything. Write confidential. 
for it. ss ‘ 
CONSOLIDATED SIGN LETTER CO. SHOWCARDER, INC., The National Decorative Company 
69-0 W. Van Buren St., Chicago, Ill. University at La Salle St. Paul, Minn. 5 Hudson St., Camden, N. J. 
inger 
r the 
pring 
while Displaymen, Display Services, Salesmen Forms for the Opportunity Exchange SHOW CARD OUTFIT 
and Selling Agencies, we have a very at- Complete with book of instructions and 
om a — a eng to — in i oe MAY ISSUE alphabets, brush, pens, colors and "inks 
OS of our complete line of quality window oe , , . 
a desing aa genet equipment. Bg d pai- Closes oe May 11 Sent postpaid for $2.00. 
ad. ticulars and copy of new Catalog “G” upon 1.50 Per Column Inch 
request. The. Cincinnati Show Case & $ a RETAIL SERVICE COMPANY 
Display Fixture Works, 232-240 Main St., Cash With Order 489 Fifth Avenue, New York City 
yf the Cincinnati, Ohio. 
yle of a . 
RLD. 
FOR SALE—See illustration, page 69, Feb- 
and tuary Display World, of the heavy fleece- 
'y lined Jersey cloth window sock for deco- 
ON By tators. 75c pr., $4.25 half doz., $8.00 doz., 
‘torial postpaid. An elastic band is taped and 
l sewed in the top. Patented May 20, 1924. 
‘Fits over any shoe. Order by size shoes 2 
Eb bun Way, os ke a For Competent Displaymen and Cardwriters 
mig _——— 
rown- : : ‘ 
ope: If you are in need of a displayman or cardwriter, or know 
issues POSITION WANTED of a vacant position of this kind anywhere, get in touch with 
By displayman with four .years’ expert- ‘ A 
cace. Koenig: Siti ammieediac: Avaiioin the Employment Register, The DISPLAY WORLD, Cincin- 
5 dis Mey 1S, nati, Ohio. We have on file applications for positions from 
‘ “ . . . . 
racuse, " pen te, Plana displaymen, assistant displaymen and cardwriters. Tell us 
ire ne . Ps . 
your needs and we will refer you to applicants who can fill 
‘splays the position satisfactorily. 
, , Rentals : 
la., has nta Repairs, Exchanges, Purchases 
ckson-Mg ! Scies of Used Display Material in THIS SERVICE IS RENDERED WITHOUT COST 
0d Condition from the Leading Depart- ’ : ee : . 
ment Siores of the New York City sone. Employment Register, The DISPLAY WORLD, Cincinnati, Ohio 
. Royal Metropolitan Display Fixture Service 
nd De 2 Lexington Ave. New York City 


ity. 






























































KLEE --- 


The Well Displayed Window and 
the Merchant’s 
Choice 






Write for 
Catalogue 
With Prices 


bagi 


KLEE DISPLAY FIXTURE CO., Inc. 


MANUFACTURERS 
172: Atlantic Ave. Rochester, N. Y. 

















Suw-rad — 
Permanently 


Efficient Lighting 
Equipment 




















Advertisers — Manufacturers, Etc. 
HE Most Wonderful Signs, Show Cards, ete 
ie all col ith ed paper, without ink, 


can be prodt “KRAUSE” EMBOSS 


>( 
ING PRESS necessary. Send copy 
will mak ample show ird without harge 


13 €0) 6. 0. Pee we @ 2 Oe OOF 


112 E. 13th Street New York City 

















DISPLAYS 
WINDOW SETTINGS 
NOVELTIES 
ART PANELS 
BACKGROUNDS 


19 East 15th St., New York City 
SEND FOR CATALOGUE 
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WATCH FOR IT! 
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The Hugo Re- 
versible Display 
Set 700 A adds to 
your windows the 
“quality touch ” 
that increases 
their sales power. 














The Only 


ET the most out of the Spring Season by displaying 
your merchandise to the best possible advantage. 
You will be surprised at the EXTRA PULLING 
POWER of your vial 
te Hugo Reversible Display Set 700A. One of the 
biggest aids ever offered to the window dresser. 
ally universal in use—a propriate, for Lingerie, Hand- 
ketchiefs, Gloves, Toilet 
tushery, Shoes, Glassware, Silverware, etc., etc. 
, THREE COLOR CHANGES.—The Extra Reversible 
os for Plateau, Display Tables and Display Fixtures 
‘te covered with a fine quality metallic brocade cloth, 


71-77 Park Place 


Set That Won 
Display Unit of its Kind in t 


The 


Instantaneous Popula 











Boost Your Spring Sales 
through the Lure of Artistic Display 


one side Gold and one side Blue. 


ows when they are dressed with dress” for the entire set, or 


Practi- BEAUTIFUL METALLIC FINISH.—The 


icles, Leather Goods, Haber- 


of any color. 
natural wood finishes. - 


Set includes: Three-fold Reversible Background Panel, 37 x 32 inches, 
of 3/16 inch Ailon wood, with detachable Panels; background frames 
with hinges and silk for holding Panels; Plateau, 36 x 60 inches; Dis- 
play Table, 36x 26x10 inches; Display Table, 28x 17 x8 inches; three 
‘oval Display Tables, 1534 x 10% x 2 inches; three oval Display Tables, 
10 x 6% x 2 inches; three oval Display Fixtures, 9x 6x8 inches; three 
oval Display Fixtures,5 x 7x5inches. Price complete, 34 pieces, includ- 
ing extra Reversible Tops for all Display Tables and Fixtures, $97.50. 


HUGO STUDIOS, Inc. 
New York City 


7 


id Store 
7 Address 
Jo City 


The Three-fold Re- 
versible Panel is also covered with the same material. 


By reversing the Tops you get a complete new “color 
you may remove the re- 
versible tops and build your display on the wood tops. 


7“ Name 
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OTE: Display Set 


700 A may be had in 


standard 


finish for tops and all exposed parts of woodwork is the 
Charles Hugo Metallic Finish (Patent pending), a beau- 
tiful vari-colored effect, particularly attractive at night 
when used with spotlights. Harmonizes with merchandise 
Where desired, we furnish this set in 


F al 


various 
additional cost. Prices 
quoted on request. 


heights at 


Z Use 


[his 


f 


eo . 
(Coupon 
Pd a 
Today 


7 Hugo Studios, Inc. 


& 
7 


71-77 Park Place, 


New York City 


the above and also the new decora- 
tive five-fold Reversible Background. 
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Please send literature describing 
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| Straw Hat Customer Pullers 


Sir iste nai: << 


S31—Woven Straw Leaf Spray— 

a woven of straw in green, 

with yellow ‘blossoms and wheat i 

Size, 30x16 inches. . $32—Daisy and Wheat Spray— 

om pe 8 @ Miniature daisies in yellow with 

y +. $1. ozen.... .$10.00 brown centers. Yellow sateen 
» fies leaves. Wheat sprays worked in. 

30 x 24 inches. 


Each... .. $1.05 Dozen ... $10.50 


S38—Straw Hat Fixture—Sun face in full 
relief. Made af composition, done in 
bright sun colors. Stand is of composi- 
tion finished gold rubbed green. Head is 
11 inches in diameter. Stand is so con- 
structed that head may be set at any 
angle. Each with either 9 or 15 inch stand. 


Each.........$6.50 Dozen........ $65.00 





Decoratives that are an 
Antidote to Dull Business 


Trim your Straw Hat Win- 

dow with these Decoratives 
7 ‘ ‘ 

and Watch your Sales Grow 


S46—Pampas Plumes—Select J 4 S39—Brown-eyed Susan Vine 

stock. 36x41 inches long. is h —Brown-eyed susans com- 
Sint Colees fe bined with geen ae 

Dozen. .$3.00 Gross $30.00 $44—Wheat Sheaf. 15x15 peri tie cali! ue ; 
Natural Color inches. Natural color. 8. 


Dozen. .$2.00 Gross. .$20.00 Each. .$1.35 Dozen. .$13.50 Each. .$1.20 Dozen. .$12.00 


Be Sure to Visit Our Showrooms When in Chicago 


The Adler-Jones Company (@it 


y 


5} 


649 South Wells Street - CHICAGO Nuy 


he aa 
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